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St. Louis Republic 


Daily Average NET Circu- 
lation for 1894, 2 53 431 


Semi-Weekly Average NET 
Circulation for each 
125,384 


issue for 1894, - 


Ordinary gross circulation statements are of 
no especial value to the advertiser. Buyers of 
advertising space desire to know what they 
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> are purchasing. 
aR THE REPUBLIC is the only newspaper in 
“y.  St. Louis making a NET statement, deducting 


Sas all returns, papers spoiled in printing and re- 
Ag maining unsold, so as to leave the actual num- 

ber of papers distributed by THE REPUBLIC 

Beas to regular bona fide readers. 

_ THE REPUBLIC’S circulation records have 

<x? been checked, rechecked and verified by ex- 
Ag perts delegated from the advertising agencies of 
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Sure and Continuous 


is the business which the local country weeklies 


build up for advertisers who keep in them with at- 





tractive and bright advertisements. 

Make the advertisements what they should be. 
Insert them continuously. 

Plan for a business which will increase steadily 
and be permanent. 

Carry out the advertising and the plans—the 
business will surely follow. The better the adver- 
tisements and the plans, the more satisfactory will 
be the business. 

We have no business plans for sale. We place 
advertising, however, before one million families 
every week, readers of the 1,400 local weeklies of 
the Atlantic Coast Lists, 


One electrotype, one order does the business. 


Catalogue for the asking. 
EFETETETETTS 


ATLANTIC COAST LISTS, 


134 LEONARD STREET, New York, 
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OUR POSTAL LAWS. 
WHO CAN EXPOUND THEM ? 


NEw YorK, Jan. 31st, 1895. 
Mr. Madison Davis, Acting Third As- 
ststant Postmaster-General, Washing- 
wm, DB. Ce 

Dear Sir—Your letter of January 
30th definitely answers ours of the 
24th, and for the definiteness of that 
reply we thank you. 

In speaking of you, ex-Postmaster- 
General Thomas L. James once said 
tothe writer: ‘* Madison Davis is an 
honest man !”” 

Your connection with the Post-Office 
Department has been prolonged to 
such a degree that it would seem to be 
established by-this time, that in addi- 
tion to honesty you must possess com- 
mon sense. 

Granting the above assumption, you 
must be well aware that citizens who 
write to the Department asking for in- 
formation do it because they wish to 
obtain information. 

We recently wrote to the Depart- 
ment to ask if it would be permissible 
to mail our paper to all members of 
Congress for seven consecutive weeks. 
The reply, signed by Mr. Craige, said 
that the law made no discrimination 
as to members of Congress in the mat- 
ter of mailing sample copies ; but he 
did not answer our question. 

We once wrote to the Department in 
Mr. Hazen’s time asking if it would 
be safe to send our paper regularly to 
members of Congress, and the reply 
was that the Department did not as- 
sume to say how many complimentary 
papers a publication mailed as second- 
class matter might send. It is true 
that the law places no limit, but it is 
not true that the Department does not 
assume authority in the matter. 

We have another letter from the 
Department, which asserts that sending 
out a great number of our papers, each 
one bearing a one-cent stamp, might 


jeopard the right of our paper to be 
carried in the mails as second-class 
matter. We wish to send our paper 
to members of Congress until March 
4. We know what the law is as well 
as you do, but we also know that the 
Department is not bound by any law, be- 
cause no court will review its decisions. 
If we mail our papers to members 
of Congress, either stamped or un- 
stamped, we feel that the right to be 
carried in the mail as second-class 
matter is liable to be withdrawn from 
us on that account. We need no in- 
structions as to the law; but we do 
need an assurance from the De- 
partment that it will or will not permit 
what we desire. Why can we not re- 
ceive this assurance ? 

On the 18th we wrote to the De- 
partment to learn whether it would be 
deemed improper to insert a certain 
advertisement. We have waited twelve 
days for an answer. The matter is in 
type. If we are permitted to insert it 
we would like to know it, and if we 
are not we would like to know THAT, 
for in that case the matter will be 
printed in a circular instead. It is of 
no use to write us that it is not a func- 
tion of the Department to decide upon 
the admissibility of an advertisement. 
We know that as well as you do; but 
we also know that you do exclude 
papers from the mails on account of 
advertisements that they contain. 
Now, why can you not tell us, now, 
whether you will permit the insertion 
of that advertisement or not? A copy 
of our letter of the 18th is to be found 
on incjosed printed page marked ‘‘ A.”’ 
— See PRINTERS’ INK for February 6, 
page 31). 

On inclosed printed page marked 
“*B”’ is an advertisement of a clock 
by the Seth Thomas Clock Company. 
(See Printers’ Ink for Feb. 6, page 9.) 
The president and manager of that 
company think of giving this paper an 
order to insert that advertisement to 
the amount of $5,200. The matter 
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will be discussed and settled within a 
week or two. Now, it so happens 
that our Mr. Rowell is a stockholder 
in the Seth Thomas Clock Company. 
There is no law that forbids a com- 
pany from advertising in a paper be- 
cause an owner of the paper is a 
stockholder of the company, but for 
three years the Department has seemed 
to act as though such a course would 
be objectionable. We wish now to 
learn whether there is or is not any ob- 
jection on the part of the Post-Office 
Department to allowing us to make 
this contract, and if so on what law 
the objection is based. A ‘delay in 
answering is liable to lose us the con- 
tract, and it is a valuable one. 

If you have ever seen the issue of 
PRINTERS’ INK for November 28, the 
Year Book issue, you are aware that 
the description of it in the depart- 
mental order excluding it, dated De- 
cember 5, does not fit the case, and 
that the writer of that order could not 
have had the issue before him. The 
full story is stated on the inclosed 
printed sheets marked ‘‘C” and ‘‘D.” 
(See Printers’ Ink for Feb. 6th, pages 
15, 16 and 17.) 


INK. 


Trusting that you will cause us to 
be favored with an answer on the mat- 
ter of the clock advertisement, and to 
our letter of January 18 as well, we 
are, . Your obedient servants, 

GEo. P. ROWELL & Co., 
Pubs. of PRINTERS’ INK, 





MEM. 

At the time of going to press with 
this issue (February 6) no answer 
had been received as to the right to 
insert Johnston’s 12 pages of testi- 
monials concerning the wonderful ex- 
cellence of his Inks, or whether the 
Seth Thomas Clock Company will be 
debarred from advertising clocks in 
these columns, because an owner of 
PRINTERS’ INK is also a stockholder 
in the clock company. Stamped cop- 
ies are mailed to Congressmen now, 
but no assurance can be had that 
second-class mail privileges are not 
thereby imperiled. To questions of 
this sort the New York postmaster is 
not authorized to give an answer, and 
it would seem that those in Washing- 
ton who are authorized don’t quite 
know how.—(Ed. P. I., Feb. 6, 1895.) 
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AN AFRICAN LANDSCAPE IN 2,000 A. D, 
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‘Magazines are — 
Costly Things ” 


‘6 ALBERT LYNCH, the famous French ar- 

4% tist, who received the highest prize for 
his panel of ‘Spring,’ has been engaged by 
Tue Lapies’ Home JouRNAL 
to draw a series of designs 
for the cover of that maga- 
zine, which, as the reading 
public knows, changes its 
cover designs each month. 
Lynch is, perhaps, one of the 
best paid artists in France, 
and these covers will cost 
Tue Lapres’ Home JourNnAL 
nearly $1000 apiece. But 
this only demonstrates the 
enormous expense to which magazines are put 
in the production of. their numbers.’’—R. H. 
Sropparp, in New York Mail and Express. 





ALBERT LYNCH 


The Ladies’ Home Journal 
PHILADELPHIA 


New York: CHICAGO: 
1 Madison Avenue 508 Home Ins. Bldg. 
Mr. Spaulding Mr. Balmer 
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THE SEEDSMAN’S OPPORTUNITY. 
By Foel Benton. 


The slow step of winter seems al- 
ways to get a little push or accelera- 
tion after the holidays, and before we 
are scarely aware of it thoughts of 
spring arise. Concurrent with and 
contributing to this feeling comes the 
seedsman’s catalogue. The ice is on 
the river and the snow is still in the 
fields and highway; but the pretty 
pamphlet in our hand announces a new 
summer, seedtime and harvest. 

The seedsman’s catalogue, like many 
another thing of late, has passed 
through a sensible evolution. A few 
catalogues preserve some of the old 
black and white plainness, but the 
more modern devices for illustration 
have captured the best of them, so 
that with the color of flowers, fruits 
and melons, and the succulent sug- 
gestion from pictured vegetables, we 
find the seed catalogue nowadays not 
much less interesting than a magazine. 

Charles Dudley Warner, whose gar- 
den experience brought him his first 
national fame as a humorist, thought 
a man should have a hinge in his back 
to do garden work. But you can read 
the seedsman’s catalogue without 
stooping over to root out quitch grass 
or purslane. You are ever apt to for- 
get, while you read it in mid-winter, 
that gardening is itself more than play- 
work. When you come to try it, how- 
ever, in the spring, somewhat cata- 
logue intoxicated over its Eden-like 
anticipations (unless you try it vica- 
riously—by ‘‘the sweat of your hired- 
man’s brow’’), you will soon find out 
that no agricultural labor can compare 
with it in severity. 

The supreme value of the catalogue 
is that it classifies alphabetically for 
you all the vegetables and flowers that 
are known or in use; showing too, 
frequently, the soils they effect and the 
way to fertilizeand raisethem. Fertil- 
izers and utensils are also described— 
the latter partly by pictures, so that 
this little advertising pamphlet is a 
real vade mecum for the farmer, the 
mistress of the house and the gardener. 

Every year the catalogue brings to 
notice a considerable list of novelties 
for the field, the garden and flower 
beds. For the breeding of new grains, 
vegetables and flowers not only goes 
perpetually on, but various entirely new 
species of them are brought here yearly 
from Japan, China, Africa and the 


other remote parts of the earth. The 
catalogue is, therefore, a real necessity 
in the advertising way, as well as a 
pleasure-sending manual. It shows 
you that you can have lima beans with- 
out poles ; or the same vegetable with 
two extra beans in a pod. It has al- 
ready dwarfed for us the best peas, 
which are always the green wrinkled 
ones ; and what it has done to multi- 
ply and make tomatoes, not to speak 
of dozens of other things which the 
seedsman and experimental gardener 
have produced, it would take too much 
space to tell. 

The leading seedsmen during a re- 
cent period have advertised somewhat 
liberally in the best magazines and 
journals of a general character, as well 
as in the agricultural and horticultural 
ones. They must certainly find their 
account in this, for, wherever there is 
a rood of ground on a window-sill 
even, there will be found a customer 
for some of their seeds. Some me- 
diums, of course, are better than 
others ; but limited as the seedsman’s 
field may seem at first view, he can 
hardly select a paper which will not 
arouse some of his natural patrons. 

I am not certain but that the seeds- 
man can create, if anybody can, a ver- 
itable country hegira by publishing his 
goods and good news in distinctly 
urban mediums, and in real estate and 
Wall street journals where the most 
unlikelihood for a response exists. 
For a large part of the city world is 
sick of walls and pavements, and should 
get out under branching trees and in 
green fields if only forasummer. Why 
not let the advertisement then refer- 
ring to the catalogue go to these tired 
people languishing for a change? 

The time for calling attention to 
vegetable and farm seeds is short and 
at hand and it should be made the 
most of. On behalf of flowers and 
house and conservatory culture some- 
thing can be said the year around. 
Special rose and flower catalogues are 
even issued in the fall ; but the seeds- 
man’s liveliest period is the brief one 
now passing. 

——_—_ ++ 

THE simplest and most effective 
way of writing an advertisement is to 
write what a good salesman would say. 

2. ae 

IF you cannot think of anything 
new to say in your ad, or a new way 
of saying it, have the ad reset. That 
will show that you do not neglect it. 
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First make up your mind that 
you have something worth 
advertising, something that 
the people really need or want, 
something that will appeal to 
those who have intelligence to 
appreciate and means to buy— 
then advertise it in THE SUN. 


Sp 


Address : 


.. Che Sun.. 


Rew Work. 























8 PRINTERS’ INK. 






Dispatch 


By JOSEPH R. DUNLOP. 
eoeseee 



















Within two years this paper has risen from obscurity and an 
unpretentious beginning to a leading position among the great 
afternoon dailies of the country. 


The 
Chicago Dispatch 


In the local field it has overtaken and passed all its compet- 
itors, except one, in advertising and business patronage. It is 
now running a neck-and-neck race with its leading contem- 


a The 
Chicago Dispatch 


In circulation it holds second place, without any question 
whatsoever, and as a newspaper it has no equal anywhere. 


The 
Chicago Dispatch 


The Dispatch has made a place for itself. Discarding 
all that was obsolete and stereotyped in routine journalism, 
it invaded new fields and adopted new methods. A liberal news 
policy, absolute independence and fear] struck a popular 
chord and commanded support. Leaping into instant popular- 
ity, it never has taken a backward step. To-day it is recognized 


as the leading evening newspaper of the West, without an equal 
in the news field. 















Are You a Live Advertiser? 
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FOR OVER FORTY YEARS THE ACKNOWLEDGED 
LEADING AND REPRESENTATIVE AFTERNOON PAPER 
OF ST. LOUIS. 


The St. Louis # 
# Post-Dispatch 


UNEQUALED IN 
CHARACTER, QUALITY, INFLUENCE and POWER. 





Daily net circulation average for week ending 
February fourth, sixty-nine thousand six hundred 
and thirty-one, exclusive of all spoiled, returned and 
sample copies, and for SuNnDAY Post-DisPaTCH sev- 
enty-one thousand seven hundred and one. 

Tue Daity Post-Dispatcu, the Tea Table favorite 
of St. Louis and the great Southwest. 


SOLD AND CIRCULATED IN OVER 


Twelve Hundred Cities and Towns 


TRIBUTARY TO ST. LOUIS. 
Handled by Fifteen Hundred Agents outside of 
St. Louis. 


Circulation in St. Louis GUARANTEED TO BE 
GREATER THAN THE GLOBE-DEMOCRAT 
AND REPUBLIC COMBINED. 


The SUNDAY POST-DISPATCH leads every Sun- 
day paper West of the Mississippi River. 





Ss. C. BECKWITH, 


SOLE AGENT FOREIGN ADVERTISING, 
TRIBUNE BuiLDINe, NEw YORK. “ ROOKERY,” CHICAGO. 
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( Good or bad, a newspaper is its own 
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= advertisement. Its make-up, news-matter, 
= class of advertisements, and general appear- 


= ance go to show its value as an advertising 
= medium. Write us for a copy of the 


aA Washington 
= Evening Star, 


( and be your own judge of its merits. 


NM 


It goes into 82% per cent of the occu- g 
= pied houses of the city, and it is presumed 
that the 17% per cent who do not take it at 
home either buy it on the street or are too ¢ 
poor to afford a daily paper. 
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Advertising 


Clocks 


WITH 


SETH THOMAS 
MOVEMENTS. 


By the dozen or hundred dozen. 
By the thousand or hundred thousand. 
To obtain estimate of cost submit design 
desired, and state number wanted. 


The Seth Thomas Movements are used in 
the best houses to correct the French 
clocks by. 


It is poor policy to present a customer 
with a clock that does not keep time. 


Address, 
Seth Thomas Clock Company, 


No. 49 Maiden Lane, 
New York. 
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At a Standstill— 


Hundreds of concerns are 
pausing just now—a little better off than 
during the worst times and a great deal 
worse off than during the best times. 

Here they halt ’twixt leading and lag- 
ging, all for the want of judicious advertis- 
ing. If you control an advertisable article 
and are willing to make the investment, we 


in the right direction. 
and what’s more, can keep you going. 














We'll attend to every detail, write, design and set 
up the advertisements—give you the advantage of our 
twenty-five years’ experience in the selection of 
mediums. 






Write, 





Lord & Thomas, 


Newspaper and Magazine 
Advertising, 








45-47-49 Randolph Street, 


| A Start 














**STRAW HAT” FLEISCHMAN. 


THE UNIQUE METHODS THAT MADE 
THE SUCCESS OF NEW YORK 
SOCIETY’S FLORIST. 


A changing crowd was in front of 
the Hoffman House store of Fleisch- 
man, New York society’s florist, all 
day and far into the night a week or 
so ago, gazing at his latest window ad- 
vertisement—a huge spider-wed filling 
all of one of the windows, in which 
two immense spiders were worrying 
an enormous fly imprisoned in the 
web’s center. 

The spiders would glide about over 
the web and the fly would quiver in 
anguished expectation every time its 
captors approached 
inso life-likea 
manner that they 
seemed at first 
glance to be trop- 
ical monstrosities 
imported for the 
edification of Mr. 
Fleischman’s 
Broadway audi- 
ence, and a PRINT- 
ERS’ INK reporter 
who passed that 
way went in to talk 
it over with the 
florist, who was 
busy in his brill- 
iantly illuminated 
white store, wear- 
ing the straw hat 
for which he has 
become famous 
America over. 

Mr. Fleischman 
is an interesting 
study for progress- 
ive advertisers. He has been able by 
unique methods of obtaining publicity 
and patronage to grow in a very few 
years from a basement store of small 
dimensions and limited trade to the 
magnificent floral palace where the 
wealth and fashion of Gotham buy 
their flowers and where William 
Waldorf Astor the other day placed 
the largest individual floral order ever 
given—about $35,000, or from ninety 
to one hundred dollars’ worth of lilies 
of the valley and violets to be spread 
on his wife’s casket each day for a year. 

‘*See that boy ?’’ asked Mr. Fleisch- 
man as he pointed out a young colored 
man in buttons concealed behind a 
mass of foliage plants. 

‘*He pulls the string that keeps the 


PRINTERS’ INK. 





“Srraw Hat” 
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spiders in motion. Each one is at- 
tached to a fine cord that runs up over 
the top of the mirror and which has a 
weight on the end that pulls the spider 
up. The boy pulls the string that 
brings him down again and causes the 
fly to quiver in the wings and legs. 

‘‘Sat up till 2 o’clock last night 
studying this out and getting it rigged 
up. The first thing this morning the 
people began to stop and I have had 
a crowd all day. To-morrow I shall 
have something different ; something 
in the flower line probably. I have a 
new window display every day.”’ 

The PrInTERS’ INK representative 
induced Mr. Fleischman to have his 
picture taken in the famous straw hat 
which appears 
herewith, together 
with the following 
interesting article 
from Mr. Fleisch- 
man’s pen: 

“TI think it is 
just as necessary 
for a man to change 
his window adver- 
tising as it is to 
change his news- 
pa rads. I be- 

ieve in something 
unique—in motion 
if possible. 

‘*T first used the 
idea of giving life 
to my store several 
years ago. Since 
then my business 
has grown fast and 
certain. 

“I pursue the 
same policy in my 
decorative work— 
think out something new for each 
order. The other night at a dinner at 
the Hoffman House [ had a pond of 
clear water in the middle of the table. 
surrounded by green and full of live 
fish and ducks swimming about ; and 
at a reception I had butterflies scat- 
tered all among the flowers, their 
wings kept in motion by a boy in the 
cellar working a system of strings. 

‘* These things helped me, of course, 
but I get much of my trade by personal 
work. The other day I went out and 
brought in three orders of $150 each 
just by making three calls on people I 
knew were about to have either wed- 
dings or receptions. The way I do is 
to sketch out an appropriate design for 
the room and the event. It catches 
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them nearly everytime. Cannot seem 
to get any one to do this work for me ; 
hired a man once at $25 a week and 
he merely remained in the office to 
take the orders that came in. 

‘*One day I learned of a wedding 
where $700 was to be spent in floral 
decorations and I immediately sent 
the lady a box of flowers, with an‘esti- 
mate of what I could do for the wed- 
ding decorations. In less than an 
hour she was down at the store and 
had given the order, saying that any 
one who could arrange a box of 
flowers so beautifully could certainly 
do what she wanted for the wedding. 

‘In my newspaper advertising I 
write my own ads, asking myself 
questions and answering them. This 
gives crispness and life. I also write 
columns on columns on flowers for 
the New York newspapers. That is 
when the reporters come in, as they 
do nearly every day. I have them 
take down the conversation in which 
they ask questions and I answer them, 
and in this way give each reporter a 
new story, letting them use it or not 
as they please. Most always they do 
use it, and thus the flower business is 
elevated and my store boomed. 

‘*T put my entire time and all my 
profits into my business. Out of the 
money I have made I have just in- 
vested $65,000 in a green-house in 
New Jersey, where I shall raise the 
best flowers that can be produced and 
sell them, as my custom is, on the 
plan of quick sales and small profits, 
for that is the only way my business 
can be made successful. Flowers 
won't keep long. I do manage to 
make them keep long enough to send 
them across to England by using the 
patent ice boxes I have arranged, each 
with six compartments—one for each 
day—to be opened in order—the 
flowers in the last compartment last- 
ing six times as long as those in the 
first compartment. 

‘* My violet-colored delivery wagon 
is another form of my advertising. I 
had to give a painter a year in which 
to experiment before he could repro- 
duce exactly the color of violets. My 
other delivery wagons are of other ap- 
propriate colors, and I change them 
from year to year. 

‘*Of course the Astor order was one 
of my very best advertisements, and 
it would be still more so if I were to 
let the bill accumulate for the entire 
year and then paste the Astor check in 
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my front window, with two men in 
livery to guard it. 

‘*People have learned to call me 
‘Straw Hat Fleischman,’ from the 
fact that I always wear a summer hat 
among my flowers. Half the orders I 
received during the holidays were ad- 
dressed merely ‘Straw Hat’ Fleisch- 
man, Hoffman House, New York. 

‘‘The hat Iam wearing now came 
from Silverman, the hat manufacturer 
in the American Britannia Co.’s build- 
ing across the street, who may have 
an idea that my wearing this hat may 
make it the fashion for next summer. 

‘*I keep my store a center of floral 
attraction, causing hundreds to pause 
at my windows daily, by ever offering 
something new, — and  iaviting,” 

THE BIG SIX. 
Mutrawa, Ky., Jan. 24, 1895. 
Editor of Printers’ Ink: 

In answer to your invitation, extended to 
Printers’ INK readers to express an opinion 
as to the best six daily papers in the United 
States as advertising mediums, I venture to 
name the following: New York H ‘orld, 
Boston Heradd, Atlanta Constitution, L ouis- 
ville Courier-Fournal, Omaha Bee, St. Louis 
Globe-Democrat, on account of their great 
circulation, ndividual sectional influence, 
newspaper individuality, and “* up-to-date ”’ 


enterprise. EpGar W. WHITTEMORE. 


"THE DEN T IST. 
Anita, Iowa, Jan. 28, 1895. 
Editor of Printers’ Ink: 
I inclose dentist's advertisement in a local 
paper that ought to make interesting reading 
for prospective clients: 
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W. R. Myers. 


THE POST-OFFICE HAs FAVORITES, 
Cay. of the “* Lovetanp REPORTER,” 
. L. Thorndyke, Editor and 
roprietor. 
LovELAND, Colorado, Jan. 26, 1895. 
Editor of Printers’ Ink: 

In January, 1894, we commenced to issue 
an agricultural and horticultural quarterly ; 
made application for a second-class permit ; 
and, as we had complied with all the require- 
ments of the Department, supposed that we 
were all right. After the second issue was 
mailed, we were informed by the Department 
that we must pay third-class on the paper— 
as it was not admissible as second-class. All 
that we could do was to pay the extra money 
and ask for information, which was never 
given us. The Post- Office Department has 
more favorites than the average politician. 

. L. THORNDYKE. 

















THE ROSY ROMANCE CRITICISED. 
SamvuEv’s. Dry Goons, Notions, ETc.” 
714 W. rath Street, 
Cuicaco, Jan. 18, 1895. 
Editor of Printers’ Ink: 
he communication of Mr. Chas. H. Nich- 
ol, of this city, in Printers’ Inx of the 16th, 
is fitly headed ‘‘a rosy romance.” I pre- 
sume this was intended to apply to the result 
of the distribution relating to the amount of 
orders obtained. It is also most appropriate 
to the statement of Mr. Nichol that the work 
was property done. Iam ata loss to under- 
stand whether Mr. Nichol assisted in the 
distributing or merely superintended it. For 
the purpose of this argument I shall assume 
he did as much work as any of the young 
men he employed. He states that he distrib- 
uted 125,000 circulars in three weeks or eight- 
een days. This is at the rate of about 7,000 
a day for three persons, or 2,300 circulars 
each. The statement is also made that this 
distributing was done in the best residence 
districts, and that no person on the street 
was missed. If Mr. Nichol is able to hand 
out circulars on the street continually he 
must have a “strong pull,”’ as this is one of 
the violations of the city ordinances that is 
not permitted, and persons who superintend 
much distributing are careful to instruct 
their men not to Ba out a single circular 
on the street, even if requested for it. An 
experience of years has proven to me that it 
is a physical impossibility for any man to 
put out more than 1,100 circulars a day of 
any description in the most populous neigh- 
borhoods in the city, where as many as eight 
families reside in one house. The average 
in the district Mr. Nichol worked would be 
goo booklets for each man. Assuming that 
the man gave out 200 on the street while 
passing from house to house, which is im- 
probable, he would have distributed 1,100 at 
the end of a day of eight hours’ work, or 
working nine hours, say 150 more, making a 
total of 1,250; three men, 3,7§0, and eighteen 
days, 67,500. If Mr. Nichol has not erred 
in his statement, then I am positive about 
60,000 booklets went to the dogs. Mr. Nich- 
ol’s profit on this deal is a nice romance in 
itself. Distributors can be had by the hun- 
dreds at $1 a day, but these were good ones, 
and were paid $1.25 or $2.50 for both, and 
$45 for the eighteen days. Mr. Nichol re- 
ceived $200. There’s a nice profit for three 
weeks’ work of this nature. 

In 1892, a busy yom, 5 superintended the 
distribution of about 3,000,000 circulars, 
which advertised special sales in a dry goods 
house in this city with which I was connected. 
The average amount of circulars a good man 
could distribute was 1,000 in a day of eight 
hours, although some districts would take 
1,100, and others only 850 or goo. There is 
no guesswork about om figures. There is 
no Sistributing agency in this city that did 
work one-half as well as we did, or that did 
not put out 50 to roo per cent more circulars. 
My experience has taught me that this kind 
of work cannot be done perfectly. No set 
of men who work for $1.50 a day (the figure 
we paid) will take enough interest in the 
labor tocare whether it is done right or not. 
We hired new men every week. We often 
had twenty to twenty-four men out for two 
days at a time, with one man who watched 
the work. ‘e gave specific instructions 
about the manner of distribution, our idea 
being to leave a circular wherever there was 
afamily. We sometimes gave a man 1,500 
circulars, and if he distributed them all it 
was sufficient evidence for a discharge. 
Respectfully, M. SAMUELS. 
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THE BIG Six, 
Grove Crry, Pa., Jan. 31, 1895. 
Editor of Printers’ Ink: 
_ I consider the following the best six dailies 
in the United States for advertisers: New 
York Sun: It’s so; Boston Herald: Pro- 
a, Pittsburgh 7imes : Up-to-date ; St. 
ouis Globe-Democrat: Far-reaching ; Den- 
ver Times: Wide scope; New Orleans Pic- 
ayune: Center of a big region. 
Crombie ALLEN, 
—— +o 
THE young man spent 
His every cent 
On a pretty little ad. 
e very next day 
His ad did repay, 
Which showed the good sense he had. 
—_—_ +o» __— 


Classified Advertisements. 


Advertisements under this head, twolines or more 
without display, 25 cents a line. Must be 
handed in one week in advance. 


WANTS. 
Go? HOUSEKEEPING. Ads. 


G OOD HOUSEKEEPING. Ads. 
WW ASTED — Agency for an article of merit. 
CHAS. BLANDFORD, Bx 270, Portland,Ore, 


\ 7 ANTED—Small half-tone cuts. Send proofs 
and prices. DUPORT, North ElmSt., West- 
field, Mass. 


VW OMAN, four years’ experience, desires edi- 
torial position on newspaper or magazine. 
Good reterences. “ E. H.,’’ L. Box 434, Troy, N. Y. 
Der nye Oy eerste advertiser want a print- 
ing office in connection with his business! 
Ihave the money andexperience. “ PRINTER,” 
Tarpon Springs, Fla. 
Was -Back numbers of PRINTERS’ INK. 
Mention dates of issue and also lowest 
cash price delive carriage free. CHARLES 
NELSON, P. O. Box 2087, San Francisco. 


Y ENERAL and special agents! roung man, 
¥ 17 years old, thorough knowledge of adver- 

tisers and territory used, desires position. Al 

references. “C. F.,” care Printers’ Ink. 


4 new No. 6 Remington Standard Type- 
writer. Every one who has seen it! We 

want every one to know about it, WYCKOFF, 

SEAMANS & BENEDICT, 327 Broadway, N. Y. 


)YRINTER and proofreader (25 years) desires 
engagement ; good references and reasons 
for changing. Competent to take charge of 
office. “ LAWRENCE,” Herald, Rochester, N.Y. 
wax ED—Suitable articles for well adver. 
tised mail order business ; also sevens 
novelties for a special advertising solicitor. Ad- 
dress ‘‘ HORNER,” No. 20 General Gordon St., 
Atlanta, Ga. 
[3 VerwEss MANAGEK WANTED—By interior 





city daily and weekly newspaper; company 
incorporated; well established ; paying ir de- 
rtment. Don’t apply unless you are all right 
(and can prove it) and have from $3,000 to $5,000 
to invest. Address “ E. F. B,” 193 World Bldg. 
——~o>—__—_ 
ELECTROTYPES. 


YAY $1.50 and get our best half-tone portrait. 
All kinds of cuts at prices as Ce 
Write us your wants. CHICAGO PHOTO EN- 
GRAVING CO., 185 Madison St., Chicago. 


ys best ad can be spoiled by a poor printer. 
We display ads so they will catch the eye, 

and also furnish electros. Address WM. JOHN- 

STON, Printers’ Ink Press, 10 Spruce St., N. Y. 


7OU may write your own ads, but one thing 
sure—you can’t make your own cuts. 
Think of us; $1.50 for best half tone cut ; prices 
like that and work the best. CHICAGO OTO 


ENGRAVING CO., 185 Madison St., 
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PAPER. 
M. PLUMMER & CO. furnish the paper for 
We invite correspond- 
paper of all 


bedr's sien 
45 Beekman St., New York. 
+e 


PRESSW ORK. 


ou have a Jong run of presswork it will 
to consult it us. 


pe te 


ADDRESSES AND ADDRESSING. 


Fg Set ponent, acta. sold or rented. Valuable 
of fresh letters always in stock for 


pressroom 
‘ost reasonable 
324-330 Pearl St., N. Y. 





rental. Write ae lists and prices. Medical - 
ters a spec’ A. LEFFINGWELL & CO., 
Dearborn St., Chicago, Ill. 





MERCANTILE LAW. 


C5 & THOMAS, Commercial Law. 
Omaha, Neb: braska. Collections of 


yers, 
wholesalers personally handled in Nebraska, Col- 
orado, South poy and Western Iowa. Will go 
mercantile law 
—— mercantile 
furnished on 

= “Reference : w. 


est of A ally 
laws a 4 and = 
, So; gratis. 
Sloan, New York City. 


TO LET. 
yo= Roston. Space. 
eaneres TYPEWRITERS. 327 B’way, N. Y. 
OOD HOUSEKEEPING. Space. 
Gs . Pb, HUBBARD, Mgr., 38 Times Bldg., N. 
OOD HOUSEKEEPING. | Space. 
H. P. HUBBARD, Mgr., 38 Times Bidg.,N. Y. 
BOOKS. 


OF books bought we a t and sold. Send stam 
Address A. J. CRAWFORD, 312 
7th St., St. Louis, Mo. 
ICHOLS’ Perfect Order Book rr! , Putatoes. 
IN Saves time, labor and losses ; orders 
only $3. FRED. H. NICHOLS, Publisher. Lynn, 


pixe GER SIGNALS, a manu a manual of ot panties’ ainte 

general advertisers. ice, by mail, 50 
cents. Address PRINTERS’ INK. ry Spruce St. 
New York. 


——_<+oe——_——_ 
BILLPOSTING AND DISTRIBUTING. 
R. H. JOHNSTON, adver fe gr Gistributor. 

1531 Franklin Ave Louis, Mo 
P. 730 9th St., 


PRINTZ, distributor: 7 = avesthine matter. 
~LOAN & STUMPF distribute circulars in In- 
diana and Indiana, Pa. 


for 
orth 


N. E., Washington. n, D.C. 
Westmoreland Cos. 
r = ADVERTISING CO., advertis- 


distributors, 1730 Arapahoe st., Denver. 


Ws ADVERTISING BUREAU, Moline, m. 
dist’rs and billposters for Rock Island 


I DISTRIBUTE adv. matter in territory ania 
Distribution guaranteed. H. P. BROWN, 
ma 


7e—_— eo 
ILLUSTRATORS AND ILLUSTRATIONS, 
GoLD TYPE talks in GOOD HOUSEKEEPING. 
— Ib ted ads show Lient. 





S42 TYPE talks inGOOD HOUSEKEEPING. 
ustrated ads show exc excellent. 


LLUSTR’D features for nev for a a aad id advrs. 
HARPER ILLUSTRATING S Columbus, 0. 
ARSON E illustrations and initials for Ly 4 
> ~ and fae printing, 5 
TING CO, N ts free ERI- 
ei N mich. Samp G CO., Newark, N.J. 


Tt FOR ONE—Two clever little outline 
sketches for $1. Send ideas, pho! et: 


wa eat Money, back if not O. K. 


L. & T. Bldg., Washington, D.C. 





PRINTERS’ INK. 





ADVERTISING SOUVENIRS. 


r[.HE “ LAUGHING CAMERA ” souvenir. 
ple, paid, p cents. JOHN JACKSON, 
Station » New Yor! 


govmaies are a aaa if my mail is any 
oe rion. I don’t sell clep<rep devices. 
= my motto. Tell m: sacs line 
a name > r limit in money. 30 ACK- 
SON, Station K. New York. 
—~+or—_——_ 
PREMIUMS. 
DVERTISE in the Portland, Oregon, daily 
A and Sunday Sun. ° 


OVELTY oe Fastener, i? to ex- 
Le or advertising / 
of paper. J.C. TOWNSEND. ne space. Sen ton 


ef have the best premi premium or a 
Cooperstown, N. 
———~+ooe——__—_—" 
ADVERTISING NOVELTIES. 


IRMS with mailable novelties and catalogu 
send ad. to ARNOLD & CO. “bettysburg, by bs. D. 


high: rinting, catalogues and hook. 
be LOTOS PR S, 140 W. 23d St., N. 
G IVE up Doshiete, zy a - ary @ hundred cihons 

They will last y H. HELPS, An- 


sonia, Conn. 


21 -YEAR calendar, with which you can tell the 


day of the week of any ata ce. 
None free. Mailed for 10 Ke M. H. PucH. 
261 Main he Binghamton, N. Y. 


Ee purpose of inviting announcements 
of yy hand Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 

> 


PRIN TERS. 


AN BIBBER’S 
Printers’ Rollers. 


Ceo e non Good prin! 
YER, Printer, Madison, 


Foe PRESS: sno Wad Be rene 


AX’Y printer who will tell me of a good a 
tion to start a printing business secure 
I nave the money. “ Phi TER,” 


od low 





RINTERS—We make typ 
oe 


ype, cases, stands and 
thata printer necte—ond 
our are the See a. WALKER 
&B NAN, WI to 2065 William S bp ee 


1 riata to do work Soe peo a. who desire 
— Sees prin =“ kind 
e kind that 
si ae ae mumorecan at val 
r 
Press, 10 Spruce St., New York. 








ADVERTISING AGENCIES. 
A GENCIES know GOOD HOUSEKEEPING. 


A GEncrEs know GOOD HOUSEKEEPING. 


EO. W. PLACE, Newspaper Advertist 
rates, ete. 52 Broa — 9 es a 


i TANLEY DAY, New Market, _ ADVERTIS- 
ER’s Guie, Sc. a a year. “a year. Sample mailed free. 


¥ you wish to advertise anythin, onyepere 
ony. time, write to the GEO. P ROWELL 
ADVERTISING CO., 10 » 10 Spruce 8t., New York. 
y E pA, sell adv. space | space below cost, but hg 
beat the crowd on Geo: 
It It will gay to to write before So. advertis. 
JOHN BRATTON Co., Atlanta, Ga. 


T= nimble nickel beats th A slow dollar. We 
figure on that basis; uently we are 

able to offer such exceedingly” a — terms 

pat nw very eee ve er isers We will it 
8 prospers r m and for us. e 

cond our little ty for th free to advertisers 

write ~<' it. DODD’S ADVERTISING AGENCY, 
nm, Mass. 














PRINTERS’ INK. 
OLD on there! Don’t goany further before 


MISCELLANEOUS. 
Go HOUSEKEEPING. Excellent. 


G OOD HOUSEKEEPING. Excellent. 
(| HERE Js another daily in Portland, Oregon— 
THE Sun. 


N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” Harper's We eekly. 


HE Voucher System of Bo okkeeping is rap- 

ana, seer the place of all others = manu- 

facturing and wholesale concerns. 00. 
ELECTRIC PU BLISHING co., Mansfield, 0. 


\ ] Y prize system for keeping catalogues, circu- 

lars, etc., where they can be found in- 
stantly is now used by hundreds of the best buy- 
ers in Uni States and Canada. All about it 
for 10 cents. EY, care Bissell C. 8. 
Co., Grand Rapids, Mich. 


ADVERTISEMENT CONSTRUCTORS. 
BE. Ads. 








A™® SMITH. Baltimore. Washington. 


Gu hasideas. Baltimore. Washington. 


KF McC. SMITH. Baltimore. Washington. 
7. 


F, ™: SMITH. Baltimore. Washington. 
. 


I McC. SMITH. Baltimore. Washington 
. 


OHN CUTLER, Newton, Mass., writer of ad- 
e) = vertising. 


Nd —_ old ade for a new one on aeneee: R.L. 
URRAN, Box 899, Chicago 









a. high ie printin atalo: zues and — 


lets, THE LOTUS PRESS, 140 W. 23d St., 
44> bright, prices 8 right, | Pe oe returns 
great. Write me. OWN, Pauls- 
boro, N. = 





PRUSINESS literature interested! I assume all 
details of writing and — CLIFTON 
WADY, Somerville (Boston), Mass. 


3 USINESS is business,and ads are ads. Ads 

>» make business and I write ads. Mine will 
please you. “ R.S.,” care Printers’ Ink. 

DS that sell goods—the kind I yg Nine 


f years’ experience. No suit, no pay . Your 
business solicited. A. H. MERRILI,, Toledo, O. 


[ts NOT what you say, but , way you s 
it, that counts in advertisi AV 
COHEN, » iat a cei 106 <a est 61st st. 
New Yo 


"LL tize your wares; depend upon it, 
there's panght doth catch Ses eve like wel!- 
turned verse or sonnet. JOHN JACKSON, Sta 
tion K, New York 
iy VE abit of my work. a book about a filter, 32 
paces, plain work, not expensive, and I can 
do better work, cbeaper, now. Ask forit. E.L. 
SMITH, Codman Bldg., Boston, Mass. 


TEAT, sensible ads made. Busy and desire 
iN mostly technical, chemical, medical and pat- 
ent subjects. Write fully; send old ads. Fair 
terms. R. L. CURRAN, Box 899, Chicago. 


AS well and good as you pay for, but more than 
usually given, as the market price goes, in 
all work intrusted to me. Send for E cuvelope of 
specimens. D.G ARCHIBAL D, 73 Nassau St.,N.Y. 
Cla I will write a two-page circular 

for $10, and furnish two outline illustra 
tions. I have just finished es on shoes, one on 
laces and embroideries. 


«=H for sampies. 
W. W. BRETT, 132 Nassau st. 


roe busy to cut prices. prices. If you want 10 retail 
ads with the for ring, I'll think them u 
and write — — or S10, sire eat & on approva 
ads at this 





y 
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‘ou consult me. I attend to the whole busi- 
oe Riggs illustrating and prin‘ing—adsor 
booklets. now the principal ad writers and 
Hfustraors 1 know the different lines at which 
successful. I could even — 

one’ m voelt 1 if hard pushed. You bad bett 
YM. JOHNSTON, Manager Printers" Ink 

fen, 10 Spruce St., N. ¥. 
BIGGER LOAF 7 —— than taking a cent 
off _ rice. oing better work 

the time. ink that cismore of a bargain than 
lowering Bs. price would be. | want todo better 
work a met ge else—not more. I believe in 
talking straight business in a fresh, pointed, 
conv incing way. I have had years of experience 


atit. I am equipped to are an thine froma 
two line ad to an illustrated boo’ You learn 
the price before you buy, and jud e the work 


ore Rea pay. I want clients who want the 
best It costs nothing to write to me, 
WOLSTAN DIXEY, 8 World Bidg., New York. 


LL advertising ought to be important. = 
is something wrong if it doesn’ Jy &. 

often the trouble is the ad amg Mag he pha 
= poor returns from his advertising 
do well to sw an ad writer. In this 
's’ INK he can get the ad 
d > Probabity any one of them 
can help. Fay Some write jingles and verses, 
some use alliteration and odd combinations of 
words, some stick to the very plainest English. 
My experience has been that plain, simple, em- 
phatic langu: makes an advertisement sell the 
most wares, and | follow that style nearly al- 

ways. I solicit a share of the business of those 
who want that kind of work, and promise to 
give careful, thoughtful attention to all who 
write tome. BERT M. MOSES, Box 283, Rrook- 
lyn, N. Y. Ten insurance or real estate ads, $10. 


f fageeo saggy eee are my particular 
meee alty. I have been interested in med- 
icine all my life, and have read quite a little. 
I have in my office quite a convenient lot of 
medical books and literature, and | have for 
some time been in the habit of consulting a phy- 
sician about matters of more than ordinary im- 
portance. I recently wrote a series of 39 ads 
and furnished an illustration for each. In repl 
to the last lot of the ads delivered | received this 
letter : **‘ The twenty sketches and matter are at 
hand and are all very od indeed. We are, in 
fact, much pleased with your work. Find in- 
closed our check for $400in payment.” This was 
from one of the best and largest ac.vertisers in 
the world, to whom I am at liberty to refer. 1 
have as yet no samples of these ads, but 1 have 
of others. I charge $10 each for medical ads; 
$15 or $20 if they arse illustrated, but if th» order 
is for a considerable series the price is materi- 
ally lessened. Write to me about it. It’s your 
important work that I want. CHAS. AUSTIN 
BATES, Vanderbilt Bldg., New York. 


( pee of the best advertisers I know wrote re- 
y: “* We were very glad to get the inclos- 
ures of -' 12th and are very much ple . We 
trust that the expense of this will induce us to 
give you quite a little of our work, for you cer- 
tainly grasp very quickly and effectively the 
points we wish to make. It is very remarkable 
that we have so little criticism to make upon 
this series. They are very excellent. The draw- 
ing of the cuts is eqtally good.” Again, the 
same man says: “In reference to bill, we do 
not wish to be small about it, but the price for 
the three — ads strikes us as being higher th: ¥ 
for the twelve ads, and the drawings are 
little more than we judged they would be, but 
they are very satisfactory indeed. and we shall 
be able to use them in many places. If these 
two items seem to you as low as you can con- 
sistently make them, we shall not complain. 
Of course we desire to get this work done as 
aa as possible, but we appreciate quality 
as the first consideration.” It does hap 
sometimes that one of my prices seems higher 
than another, but they are all based on the same 
price per day. Of the ads mentioned above, 
three were chirged at $5 each and twelve at #2 
each. These ads were all for trade papers. My 
usual price for such ads is $5 each, though some- 
times I can write them for $2 and sometimes I 
charge more than #5. Those who advertise in 
trade papers are invited to write to me for 
prices on ads that will stick wut of the mass. I 
can improve the ave trade pape rad about 
pd r cent. am AUSTI ATES, Van- 
derbilt Bldg.. N. 














18 


STREET CAR ADVERTISING. 
(#45. SIDNEY SMITH, Spokane, Wash’n. 


k OR street car advertising | are in New Engiend s pa. 
dress M. WINEBU Times Bidg., 


re Street Car 0 
EO. W. LEWISCO., Girard 
ainicilanianali etisalat 


SUPPLIES. 





 Biag. creer. 


V AN BIBBER’S 
Printers’ Rollers. 


INC foretching. BRUCE & COOK, 19 Water 


4 St, New York. 


"pss Aut A a Deeeee with ink manufact- 
ured by t WILSON PRINTING INK 
Co., L't’d, 10 ease z. New York. Special prices 
to cash buyers. 
C=. letters re’ pomeees and addresses 
inserted $7.59 per M. i can —— 
= it from anine typewriting. G. VA 
WYE, Masonic Temple, Chicago. 


8&3. 06. tan PY oso We have them 


for —> ‘kinds of businesses, however. State 
poured send for sample. GRIFFITH, AXTELL 
CADY CO., Holyoke, Mass. 


bee sell envelopes like Johnston — rinters’ 

10, ood XX 644 H. ¢ ite En- 
yelopes” Rana -w with your card and pe te 
f. o. b., for oa check with order. 10,000 circular 
AS r $8.50. petiatestion guaranteed. 
SHRYOCK, Printer, Zanesville, C 


RINTING INKS—Best in the world. Carmines, 
12 cents an ounce ; best Job and Cut Black 

ever known, $1.00 a pound ; best News Ink seen 
since the bang id n, 4 cents a Illus 


mbossed busi- 


ound. 








trated ce list free on application. Address 
WILLI M JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce St., New York. 
= 
FOR SALE. 
we) Portland, Oregon, egon, SUN has already over 
Ts 000 daily circulation. 





BUYS 1 INCH. 50,000 copies proven. 
$3.5 WOMAN’S N’S WORK, Athens, ¢ 


6é i her Post-INTELLIGENCER Seattle vse one 
saa = pe si papers of the Pacific 


prok mad News apeper and yspaper and L Sep outfit in a 
good, live town. ress E H. HUEBNER. 
Winthrop, Minn. A snap fora (at, 


820 get a second hand Hoe Press. All 

D ready to run. —— paper Tr 30x42. 

Runs 1,200 per hour eas, Just the thing to print 

a count a; BANGOR PU SLISH NG CO., 

Bangor, 

N?: 6 Remington Standard Typewriter. A 

4 development—not an experiment. 

Ray rcvements successfull 
rated i is new model. WYC 

MANS & BENEDICT. 327 Broadway, New Yo 


| ae tat Monthly, 15,000 paid omeaaiie 


pore gO 


Also country a. and weekly 
pers. ey a Horr locallty 
and_kind ted. MASSACHUSETTS 
a uWSPAPER PE CHANGE, "Back ‘ie. Boston. 


OR SALE--The plant of the Wallingford 


Times Publishing Co., the only paper pub- 
lished in Wallin, Wallingford is a wide- 
awake manufactu uring porous of about 8,000 
inhabitants. Address HARRISON, Wal- 
lingford, Conn. 


hae SALE—One Double Cylinder Hoe Press. 
Nearly new. Has movable roller carriages, 
and two ia Re of rollers, Easy running, and can 
wards of 4,000 papers oar Do 
not need it on account of havin > pres 
Terms reasonable. Address BAN R PUB ISH- 
ING CO., Bangor, Me 


FR SALE —One Potter Lith 
Takes stone 30x40. In good con Te. =. 
sets of rollers. A large assortment of stones (blue 
and yellow’, range in size from 3x4 ee One 
Everything ready 
Great bargain offered fore: a 
LISHING CO., Bangor, Me. 


jour. 


lithograph plant. 
BANGO! PUBLI 
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INK. 


NEWSPAPER INSURANCE. 


HE YANK, Boston, Mass., wards off business 
death. 60, 000 monthly. 





+o. 
ADVERTISING MEDIA. 
']. HE YANK, Boston, Mass., 60,000 monthly. 


HE opvestiting rates in Portland, Oregon, 
daily Sus are reasonable 


a aki Saar AND JEWEL ER, 96 Maiden 
Ta A peculiarly good medium for 
careful ‘advertisers. 


|? — advertise in Ohio 7 will get results. 
or a, address H. D. LA COSTE, 38 
Park Row, New Yo! 


NY person eons in PRINTERS’ INK 
to the amount of $10 is entitled to receive 
the paper for one year. 


66 IN bor Poss INTELLIGENCER Seales nes - 
of the ee the Pacific 
Coast.”—Harper’s Weekl 
aunakr euiiiac: Milwaukee, can prove 
a larger circulation than any other local Ger- 
man daily. Use it for the Milwaukee trade 
285 Broadway, N. Y. 


[RE HEARTHSTONE, 

Largest paid-in-advance circulation of — 
similar monthly in the United States. Send for 
rates and sample copy. 


ARE you advertising in Ohio! We take it for 

granted that you are, and invite youratten- 
tion the leading —- evening and weekly 
— ina leading city the Dayton MORNING 

MES cireulating 4,500¢o ies daily; the EVENING 
News, 9,500 copies each issue, and the WEEKLY 
Times-NEws, 4,500, are the representative family 
eirealation of Dayton, and with their combined 
circulation of 14,000 copies daily, thoroughly 
reach the homes of that section. Dayton is a 
prosperous city of 80,000,and the NEws and TIMES 
are ong-established journals and have always 
enjoyed to a marked meres the confidence and 
re of the best people ein Pay’ ton. For prices, 
Se. —- H 'OSTE, 38 Park Row, New 


pctv RE to your mind the average prin —~ 
office, and try to connect with it the idea of 
artistic taste fin ing, ood abiding place among 
such surroundings! office is very different 
from this: it ~. Ah an artist’s studio, and 
our work is as handsome asa finished painting. 
In this atmosphere it would be almost os e 
todo inferior work. There is an air of 

taste and prosperity. Artistic surroundings = 
er samuenos to the individual and his labors. 
If are too far away to pay us a personal 
vi . we can serve y 
equipped for common circular work, but for 
handsome booklets, pamphlets and catalogues. 
We make the drawings, furnish the cuts, and do 
the printing. It mi t not be a bad idea to make 
a note of our address for future use. 
LOTUS PRESS, 140 West 23d St., New York. 


*; ARRANGED BY STATES. 


Advertisements under this head, “ lines or more 
without display, 25 cents a line ith display or 





























black faced type the rice is 50 ® .. aline. Must 
be handed in one week in advance. 
ALABAMA. 
ALABAMA papers are shy about exploiting 
their merits. 
ALASKA. 
N O Alaska paper is big enough to advertise in 
i PRINTERS’ INK. 
ARIZONA. 
ARIZONA papers are too modest to advertise 
here. 
ARKANSAS. 
THE best paper in this State hesitates about 
asserting its excellence. 
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CALIFORNIA. : INDIANA. 
OS ANGELES TIMES—Southern California’s 
“great daily. Foremost advertising medium. The Big V Weekly of the West. 
t California fruit-growing district of oan Deseoe, of Indiana pe op 
ich San — is the center is Por adver is bt WEEKLY published 4 Indiana. 
ol ~ iy e vo — ER ae ok For adver- 
si] ral or wee address 
Jose Cal. mi . LOUISIANA. 
0.’"N PRESBYTERIAN, New Orle kly cir. 
COLORADO. Svrer Ala, Ark. Fla., La., Miss, Tenn., Tex. 
ROWLEY atGNar. field of its > 
( ota PRINTERS INK re want wg a C Sworn average ren for 1804, 1,687 copies. 
small, ¢ if 
MAINE. 
CONNECTICUT. DS in THE INDEPENDENT, Farmington, Me., 
produce results and mail orders. 
WEEKLY TIMES ¥ Hartford CONN. BANGOR COMMERCIAL. 
“2 5 J. P. Bass & (o., Publishers, Bangor, Me. 
MW THE UNION, prs Nee 


ait er port, Conn. 
y,7 
Western Connecticut, senna Votes by the 
MosgEs, New Yor! 
Vanderbilt Bldg. — 
cO., Bridgeport, Con: 
THE we HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook and corner in the Nutmeg State is 


ntative, 
GNiow Pt PUBLISHING 





morning all over Connecticut. Speci: 
are sent into Bart —— New Haven, Meriden, 
Danbury and An 

Combined ~ te 80,000. 150,000 Readers. 


THE HARTFORD TIMES. 





WI1trE O. Burr, Publisher. 
RurFvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for seaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 


DELAWARE. 


Is such a little State. 











DISTRICT OF COLUMBIA. 


\\ ANTS bigger space and display than can 
W be had here. isa — 








IDAHO. 


J pt — ag in PRINTERS’ INK costs too 
much, unless one has something really 
worth saying. 








ILLINOIS. 


| NFLUENCED by its metropolitan city, Illinois 
is op! became pees in ee 4 ; but 
is strong on posters and circulars. 


IOWA. 


DAD farmers have cash to pay. 
AND Dairy, Ames, Iowa, reaches the om. 
AMES and address of all the farmers and 
business men of Iowa for $5.00. A copy of 
the Iowa State and County Directory contains 
them. Send your order for one to TELE- 
GRAPH, Dubuque, Iowa. 











e FARM 





Daily average, nearly 5,000 copies. 
Weekly average, over 16,000 copies. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 


MARYLAND. 


| yon’ °T take much stock in advertising : 
when it must be done wants more space 








_ 





MICHIGAN. 


I pETROIT SUNS, 118,000 weekly. 








GAGiNaw ¢ ee Daily, 6,000, 
Sunday, 7,000 ; weekly, 14,000, 
WAGINAW COURIER- HERALD is delivered di- 
\ rectly into the homes by its own carriers. 
‘AGINAW COURIER-HERALD, est cire’n 
"in No. Mich. Full Assoe’d Press d itches. 
DP FtRoit SUNS, [ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 
G RAND RAPIDS DEMOCRAT, the leadin; ng pa 
¥ per in Michigan, outside Detroit. 13,000 daily. 
QAI NAW evening and hem | NEWS. Largest 
circulations in the Saginaw Valley, Michigan 
When yam for Keturns 


THE LOCAL * REPUBLICAN, 
Ask for Sample Copy. LESLIE, MICH. 
Var ILL, USTRATED oot weekly 97,837 ; 
SUNDAY SUN, 25,236. Adv. office, bi7 tem: 
ple Court, } vew York A “oe and press 
room always pen 6° ecm of advertisers 
or their representatives 


) ESULTS— Advertise where you will get pay- 
returns. Advertisers are well 

USTRATED es genes. SUNS, 

Detroit, Mich. Adve ertiing om 517 Le 

Court, New York Cit; Write for r full particu- 

lars. Circulation, 129,073 wee kly. 

GAGINAW COURIER-HERALD is the — 

‘ newspaper in Northern Michi, — | 
































— = Mondays, Sunda and weekly. 
Ley 1 t. ead! ‘Sunday, 7,000; Weel 
7. inaw (pop. 60,000) is the “third 
city in li Miohiean oF ‘or further information ad- 
CUSTE, 38 Park Row, New York. 
MINNESOTA. 





[He DULUTH NEWS-TRIBUNE — The only 
morning daily paper. | Established in mo 


Published at the head of the Great Lakes. 
luth, Minnesota. The average daily oon. 
now exceeds 7,000 copies. Dail PRY and 
weekly editions we rates of ‘su 
Daily and Sunda: r a. $5; dai 
— y, gt — 
per month, $1, 
Agent. 
itler, 


r 
PERRY LUKENS. Noy Th icra 
“a Tribune Building, "New York. 
Editor and Manager. 











MASSACHUSETTS. 
40 WORDS, 6 days, 50 cents. ENTERPRISE, 
Brockton, Mass. Circulation, 7,500. 


\ 7 ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 
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F M. LOR TONS poputer periodicals, THE PEo- 
. 


PLE’s HOME JOURNAL and THE ILLUSTRATED 
Home Guest. Sworn circulation, 500,00 copies. 
each issue. Advertising rates, $2.00° per agate 
line, less time and ‘iscounts. \ td sample 


copies and further F. M. 
LUPTON, h & 108 Reade St. 








MISSISSIPPI. 


] IKE the violet seeks seclusion. 
4 


MISSOURI. 


)PROGRESSIV E physicians read the ge ato ha 
FORTNIGHTLY. Atiptoadvrs. St. Louis. 
HE PACKER, Kansas City, Mo. Fifth in cir- 
culation of Missouri newspapers. First in 
Crees of the trade papers of America. 
R.A Be ~~} = rof Kansas City, 




















writes : * ¢ ae at peel ms ae 
ty news’ Spay ny ngle paper last year 
nearly $7, paper is my opanhoes that the PACKER 


reaches more business men than any otner paper 
rclenaense in ae City ; at least, our results 





MONTANA. 


T= LIVINGSTON ENTERPRISE; eight pages; 
all home print. Circulation exceeds 1,000, — 
“{ NACONDA STANDARD. Circulation three 
times greater than that of any other daily 
or Sunday paper in Montana: 10,000 copies daily. 


NEBRASKA. 








6 FC FREIE | PRESSE, 65c. 
) Lincoln, Neb. a 65c. 
65c. 65c. per yea’ 65e. 
65c. Write for particulars. 65e. 





NEVADA. 


\HE WEEKLY COURIER, Genoa. Six pages. 
All home print. Leads in Nevada. 


NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Beautifully ne 
New Ham re Magazine. 
FRANK E. MORRISON, 
TEMP’ 








Special Agent, 
LE COURT, New York. 


NEW JERSEY. 


OPULAR adv. mediums: Bridgeton (N. J.) 
Ev’G News, 3,600; Bridgeton (N. J.) DOLLAR 
WEEKLY NEWS, 1,600. well guarantees cire’n. 
THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find [T PAYS! 


NEW MEXICO. 


To dry to advertise much. 

















NEW YORK. 





[a= NATIONAL PROVISIONER, organ of the 
Pineat & provision industries, 284 Pear! St.,N.Y. 


TORIETTE 


A Monthly ne of orig- 

inal hw) tales. a 

hovertines, send for special 
TOR! Pus. 


TETTE Co., 
Soong! Building, New York. 





yea 





THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 
Send for Advertising Rates and 

Specimen Copies. - 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES 
The Leading Illustrated Paper of 
America is 


oJ 
LESLIE’S WEEKLY. 
Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
WittiaM L., MILLER, Advertising Manager, 
110 Fifth Ave., New York. 
Albany’s Most Popular Daily. 
Circulation 17,400. 
Albany’s Great One-Cent 
Newspaper. 

This is to age that ee Circulation 
THE DAIL PRES ND KNICKI 
BOCKER In t a... Foetal and that 
the number of copies printed this day was 
17.400, KELLY, PRESSMAN. 
State of New York, City and C ounty of Albany. 


Sworn to before me == 16th day of -~ Sorel 
r, 














OHN J. GALLOGL’ 
Notary Public, Albeny. N.Y. 


THE PRESS CO., Publishers, 
Press Bldg., Albuny, N. Y. 


Ten Cents per week for the Daily and 
Sunday Press. 





NORTH CAROLINA. 


PBEFERS local patronage, which pays better. 








OHIO. 


= NEWS is - only Sunday paper in Zanes 
ville Try 

ARGEST cire’n of any Prohibition paper in 

nation: BEACON AND NEw ERA, Springfield, O. 

| AYTON MORNING TIMES and EVENING 

NEWS. Combined circulation 14,000 daily 


: pi ag pa VINDICATOR, 7,800 daily, 
weekly. Leading newspaper in Eastern Ohio. 
Tn: TRI-STATE GROCER visits the Grocers and 
protease merchants of Ohio, Ind. and Mich. 
eekly se u are not in it, it will pay you to 
write % Tr “STATE GROCER CO.., Toledo, O. 


OKLAHOMA. 


‘pss GUTHRIE DAILY LEADER, the leadin 
morning paper in the Territory, accepts a 
vertising with the distinct and positive e guar- 
antee that it has double the paid circulation of 
any yr y A published in Oklahoma. F. B. 

Lucas, Adv 
























































NORTH DAKOTA. 
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INK. 
WEST VIRGINIA. 








T]°00 cold to advertise in the winter. 


i OREGON. 


SUN, daily and Sunday, Portland, Oregon. 
po office, Rhinelander Blds:., New York. 


PENNSYLVANIA. 


QCRANTON (Pa.) REPUBLICAN has the largest 
\ circulation of any Scranton paper. 























FE DUCATIONAL INDEPENDENT, school w’kly. 
4 EDINBORO PUB. CO., Edinboro, Pa. 
| Dray READERS and a good circula- 
tion are what advertisers receive in the 
CHESTER TIMES. a. an to-do, intelligent 
people read the TIMES h their ae every 
cay WALLACE & SPROUL. Cheste 


] STELLIGENCER—Dancy and WEEKLY, 
Doylestown, Pa. 
For guaranteed circulation see 
Rowell's Directory. Always 
eaders. 
Always best mediums for 
advertisers’ purposes. 


RHODE ISLAND. 
OME GUARD, Providence, R. I. ; circulation 
50,000 ; paid up subscription list 
SOUTH CAROLINA. 
= daily edition of ‘THE STaTE, Columbia, 8S. 
, is the most popular paper in a hundred 


South Carolina towns. The semi week] y edition 
reaches over 1,000 pcst-offices in South Carolina. 


SOUTH DAKOTA. 


N OTHING to advertise. 
i 





























TEXAS. 


[Se TEXAS BAPTIST STANDARD, Waco, 

Texas, averaged 22,500 circulation in Octo- 
ber, 1894, as shown by affidavits Io a. 
bookkeeper and pr Rate: 


Tae POST : Houston, TEXAS, 


Has a LARGER REGULAR ISSUE? THAN ANY 

DAILY IN TEXAS, and is so guaranteed by Ro 

ell’s 1894 Directory under a forfeit of #100. S c. 

eo Sole Agent Foreign Advertising, 
New York and Chicago. 


UTAH. 


W ANTS more space or none at all. 























WASHINGTON. 


S EATTLE POST-INTELLIGENCER. 
N 








*© | N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 

Coast.”—Harper’s Weekly. 

ler SATTLE POST-INTELLIGENCER guarantees 
advertisers double the circulation of an 





other oe = the State of Pies Kast- 
ern office, 93-94 Times Bldg. C. A. HUGHES, M 

A. FRANK RICHARDSON, Special Agent, T: b- 
une Bldg. 


spoxane SPOKESMAN- “REVIEW 


Only morning paper. Consolidation Spo! 

MAN and REVIEW. paceeve ot control werning 
field. No competitor ve miies. Popula- 
tion Spokane. 1881, 500 ; 35,009. The past and 
present history of ‘apokane’ has been marvelous ; 
its future Hy ! be the wonder of Mn pa civili- 
zation. The Review isthe recognized exponent 
of all the best interests of Spokane and t e vast 
country tributary to it. 





Nf, territory, progressive and omens 
town, wide-awake news) et Address the 
SOUTHERN” WEST VIRG N, Williamson, 


Ww 
WISCONSIN. 


OYCOTT’S NEWS BUDGET, 8- weekly. 
B Over 12,000 circulation guaran nteed. tea 


WYOMING, 


r Te ladies will not allow its newspapers to use 
PRINTERS’ INK. 


CANADA. 


W ANTS reciprocity—not advertising. 


SO. & CEN. AMERICA. 


k For Export Trade use the 
PANAMA STAR & HERALD. 


CLASS PUBLICATIONS. 


Advertisements inserted ‘under this heading, in 
the appropriate class, cost 25 cents a line, for each 
insertion. One line, without display or black- 
Saced type, inserted one r, 52 weeks, for $13, 6 
months for $6.50, 3 monthe jor $3.25, or 4 weeks 
Sor $1. Display or black-faced type charged at 50 
cents a line each issue, or Lys year, -, af. 




















month, for each line of pearl ae occu ed by 
the whole advertisement. For publi: “= who 
does not find the heading he ae one will be 
made to specially fit his case. 


ADVERTISING. 
PROGRESS, Washington, D.C. 
AGRICULTURAL IMPLEMENTS. 


FARM MACHINERY (Eli). =. Soate, Mo. 

Largest issue in 8 years, 30,00 

Smallest issue in 8 years, 10. 

Largest average for 12 ra 18 0 17,600. 
AGRICULTURE. 


HOME AND FARM, Louisville, K 
WISCONSIN AGRICULTURIST, ucine, Wis. 


ARCHITECTURE. 

INLAND ARCHITECT, Chicago. Best in West. 

CARRIAGES. 
VARNISH, Philadelphia, Pa. 

“COAL... 
COAL TRADE JOURNAL’ New York City. 
DAIRYING. 

The American Creamery, Chicago. 

HA RDW. ARE. 


THE HARDWARE DEALER. Actual omersee 
circulation past year, 8,430. 78 Reade St., 


HOM@OPATHY. 
HOMCOPATHIC RECORDER, Phila., Pa. 
MACHINERY. 
MACHINERY, 415-17 Pearl St.,N. Y. 15,250. 
7 MEDICINE AND SURGERY. 
“ MEDICAL SENTINEL, sworn cir. Portland, Or 
EDICAL 1 HERALD, St. Joseph, Mo. 


Tri-State Medical Journal. so Towa. 
MEDICAL FORTNIGHTLY, St Louis. 


TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYP}. WRITERS. 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 









































































PRINTERS’ INK. 


First | Get 

















Send the Ink. 





Rather a queer way, | know, 
but it is a saving to both of us. 


FU AFZ TWAS TAIT AIT 


You get better ink for 
less money than you 
ever got before and | 
don’t have you pay for 
any one else’s ink. 


Caqenqecqeyy 





No one owes me anything. é 
| don’t fee any one. 

| have no salesmen. $ 
| haven’t a big rent. e 


Address, 
WM. JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 


























PRINTERS’ 





INK. 23 


$8.08 AS AGAINST $28.10 


In marked contrast with the careless, smudgy-looking ink circular which 








































the Appeal took occasion to comment upon a day or two ago is one just 
received from William Johnston, a New York dealer in printers’ inks. It 
is as bright and pretty as a May-day queen. The cover, which is handsomely 
designed and printed in four colors, is a tempting inducement to any one to 
pick up the book and examine its contents, whether they are interested in 
printing inks or not. The introduction is written in plain, business-like lan- 
guage, the price lists are conveniently arranged under separate headings, and 
several pages of testimonials at the back are clinchers to the preceding argu- 
ments, which have led the reader up to a point where the next step is almost 
certain to mean an order. Mr. Johnston’s catalogue looks well, reads well, 
and it will sell inks. Mr. Johnston and PRINTERS’ INK are welcome to what 
additional benefit there may be in the statement that it was the clever and 
convincing advertising done in that favorite little trade journal that first 
induced the management of the 4ffea/ to place a trial order, and the report 
now comes from the job and press-rooms that the inks are giving perfect satis- 
faction.—Zditorial in Marysville (Cal.) Daily Appeal, Jan. 23, 1895. 





Office of Perris Printinc Company, 
Publishers ‘‘ New Era,” 
The Leading Weekly of Riverside County. 
Perris, Cal., Jan. 28, 1895. 


ed 


Wm. Johnston, 10 Spruce St., New York: 

Dear Sir—The 100-lb. keg of ink came to hand last Monday in excellent condition. 
The ink is very satisfactory and far ahead, in fineness and body, of that which we have been in 
the habit of paying 25 cents per pound for. A saving of $20 in roo pounds of superior ink is 


something which should open the eyes of all printers. Here is the difference: 





100 Ibs. of Johnston's ink,..... $5.00 100 Ibs. ink from San Francisco, . $25.00 
Freight from New York,...... 3.08 Freight and P. O. Order, ..... 3-10 
$8.08 $28.10 


A clear gain of $20.02 on 100 Ibs. of ink! I am, yours respectfully, 
JAS. GEO. CLEVIOR, Foreman New Era. 





Send for my beautiful Price List in five colors. 





ADDRESS 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 Spruce Street, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


(t@ Issued every Wednesday. Subscription 

Price: Two Dollars a year. Five Cents a copy ; 
ree Dollarsa hundred. No back numbers. 
t= Publishers desir’ ing to subscribe for PRINT- 
ERs’ INK for the benefit of peak hery a 4 patrons 

can obtain special terms on applicatior 

i= Being printed from plates, it is a'ways 
possible to issue a new edition of five hundred 
copies for $25, or a larger number at same rate. 

t= If any person who has not paid for it is 
receiving PRINTERS’ INK, it is because — an 
has subscribed in his name. Every paper is 
er ec the expiration of the time > Re or 

tT4rCIRCULATION: A detailed statement of 
the number of copies printed of every issue of 
PRINTERS’ INK for a full year, prepared to be 
placed on file with the editor of the American 
Newspaper Directory, so that the circulation 
may be correctly rated in the issue of that book 
fo: 1895, shows that the actual average issue for 
the last year was 17,768 copies; for the last six 
months, 19,875 copies; for the last three months, 
21,223 and for the last four weeks, 22,250 copies. 


(2 Vrrices: No. 10 Spruce StKeer. 








NEW YORK, FEB. 13, 1895. 


Mr. S. C. BECKWITH is now the 
sole Eastern agent for foreign adver- 
tising for the St. Louis (Mo.) Post- 
Dispatch. 








Isn’T this dull winter season, when 
ads are few and far between, a pretty 
good time to make that contract for 
your spring or your yearly space? 


Now plan your spring campaign— 
prepare some of your adsand buy your 
space. You get better position, better 
prices and better advertising than by 
waiting till the spring trade opens. 

It would be interesting to know 
which firm of general advertisers in 
the United States is the oldest, and 
what article has been given newspaper 
publicity longest. Let us hear from 
the public on this point. 


THE Kansas City Svar has placed 
its Eastern business in the charge of 
Mr. Frank Hart, 120 Times Build- 
ing, New York. Mr. Hart comes to 
New York as the salaried representa- 
tive of the Star, and will have charge 
of all of its Eastern business. 





THE advertisements of the St. Louis 
Republic, which have adorned the first 
page of PRINTERS’ INK for nearly a 
year, have received considerable praise 
on account of the skillful manner in 
which they were prepared. They are 
as good as the medium they have ap- 
peared in. As a result, is there any 
general advertiser in the United States 
who is not satisfied that the Republic 
is an extremely desirable medium ? 


Don’t be afraid to come right out 
with the plain facts about your goods 
in every-day language. There is some- 
thing very convincing about honest, 
homely language ; and lack of artistic 
typography and literary finish is not 
always an argument against an ad. 
Plain people like ‘‘ plain language ’’— 
and ‘‘take stock in it.” 





PRINTERS’ INK recently invited read- 
ers to submit lists of the best six daily 
papers in America for an advertiser's 
use. Out of the first half dozen re- 
ceived three named the Atlanta Con- 
stitution and not one the New York 
Herald. When a hundred lists. hz 
come in it is the intention to analyze 
them and perhaps publish the result. 


QUITE a number of newspapers in 
various cities of the country are get- 
ting out what they call a ‘‘ woman’s 
edition.” For one issue certain ladies 
appointed for the purpose are supposed 
to have complete charge of the edito- 
rial and business departments. The 
money received from the sales of the 
paper for that issue, and for the adver- 
tisements printed in it, is devoted to 
charity. At the solicitation of the 
ladies the local merchants are: easily 
induced to advertise in their edition, 
but whether they are moved by fear of 
losing custom, or from philanthropic 
motives, or with the expectation of 
getting extraordinary good returns 
from their investment, it would be hard 
to say. 





THE Robbins & Baldwin Advertis- 
ing Agency, 111 Chatham street, Bos- 
ton, have what they call a new plan 
of advertising. According to their 
circular the firm has purchased several 
hundred thousand novels, by well- 
known writers, which are to be bound 
into books of two storieseach. Then 
agents are to canvass the principal 
cities and towns of New England for 
advertisements for the book, making 
for each separate locality a distinct 
issue of local ads. The amount of 
advertising in each book will be limited 
to twelve pages. After the books are 
made up men will be engaged in each 
locality to distribute them from house 
to house, so that every family will re- 
ceive one. Robbins & Baldwin seem 
to think they have a good thing, and if 
they are able to bring advertisers to 
the same way of thinking the success 
of the scheme is assured, 
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A SMALL newsboy with strong lungs 
can give a one-cent evening newspa- 
per an awful lot of advertising—and 
it’s good advertising, too. 


AN advertiser in a recent number of 
PRINTERS’ INK offers five dollars for a 
design for a trade-mark for a heart 
remedy. If the advertiser intends to 
employ the women’s papers largely, the 
photograph of a New York special 
agent might prove a taking trade-mark. 


WITH the exception of the Recorder, 
which retails at two cents per copy, 
all the more recently established dai- 
lies in New York. are one-centers. 
The three-cent papers, such as the 
Herald, Times, Tribune and Post, 
have been in existence many years. 
It is scarcely likely that a new daily, 
sold at that price, would have much 
success. 





In view of the fact that a poorer 
class of people inhabit the East Side 
of New York, and the proportion of 
non-English speaking people is much 
larger there than on the West Side, it 
would be interesting to know how the 
cost of advertising on the elevated 
railroads and in the street cars of the 
East Side compares with that on 
the West Side. 








In AN American theater the pro- 
gramme is usually given away free, 
while in European theaters it must be 
paid for. Nevertheless, the theaters 
in this country probably find the pro- 
grammes a greater source of profit than 
the European theaters. This is be- 
cause the American programme con- 
tains advertising and the European 
does not. The European theater-goer 
pays for his programme in cash, while 
the American pays for his by reading 
the advertisements printed in it. 





WHAT articles do you naturally call 
for in a drug store? Pears’ or Ivory 
Soap, Cuticura Mellin’s Food, Hood’s, 
Dana’s or Ayer’s Sarsaparilla, Rubi- 
foam, Pond’s Extract, Scott’s Emul- 
sion, Johnson’s Anodyne Liniment, 
Carter’s Little Liver Pills, etc. In a 
grocery store? Ferris’ Hams, H.-O., 
Quaker Oats, Cottolene, Pearline, 
Sapolio, etc. Has the grocery man 
or the druggist anything to do with 
your preferences? No; it’s to adver- 
tising alone these articles owe their 
demand—advertising backed by merit. 
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Any one who happens to entertain 
the ancient delusion that advertising 
is an effort to deceive the public—to 
sell goods independent of their merits 
—should get rid of it at once, for 
the only real success in advertising 
lies in the real virtues of the adver- 
tised article, brought out in the strong 
light of publicity—a very trying light 
for anything that’s not what it pre- 
tends to be. 

IT Is said that Iowa newspapers, as 
a class, rank higher than those of any 
other Western State. ‘There appears 
to be no difference of opinion as to 
which is the leading paper in the State. 
It is the Register of Des Moines. 
During the year 1894 the combined 
issues of the Register—daily, weekly, 
and Sunday — averaged 44,667 for 
every issue, this number being made 
up as follows: 7,614 daily average 
issue, 9,840 Sunday, and 27,213 week- 
ly. The Clarkson Bros. may not be 
competent to conduct the political 
affairs of the Republican party, and 
then again, it may be that they are, 
or would be if their abilities had full 
sway. Be that as it may, it is cer- 
tain that they have known how to 
build up and sustain the largest and 
most prosperous newspaper establish- 
ment in a State that issues a thousand 
periodicals. 


Two envelopes, containing circulars 
mailed by the publishers of PRINT- 
ERS’ INK to parties they did not reach, 
were recently returned and the sum 
of one cent collected in cash in each 
case. Assistant Postmaster Gayler, of 
the New York office, being asked if 
the return of undelivered circulars 
was in accordance with the rules of 
the Department, said : ‘‘ Certainly not, 
unless the envelope contains a printed 
request to that effect. . Postmasters 
have been expressly cautioned against 
returning undelivered third-class mat- 
ter not of obvious value.” Being 
asked if there was any possibility of 
PRINTERS’ INK recovering the two 
cents it had been entrapped into pay- 
ing on the returned circulars, Mr. 
Gayler said: ‘‘No, you were not 
obliged to pay the two cents, but hav- 
ing done so, the money will not be 
refunded. It is your privilege, how- 
ever, to prefer a complaint against 
the postmaster of Parma, Michigan, 
who was responsible for their return, 
for violation of the postal regulations.”’ 
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A RETROSPECTION. 
By Fames H. Bates, written in 1886. 


I set a high value on newspaper ad- 
vertising. For more than thirty years 
I have as an agent disbursed many 
millions for advertisers throughout the 
press of theUnited States and Canada. 
I began asa clerk with Mr. S. M. Pet- 
tengill, who is still in business in this 
city, was his only partner for ten years 
under the style of S. M. Pettengill & 
Co., then formed a partnership with 
D. R. Locke of the Toledo (O.) Biaae, 
under the style of Bates & Locke, and 
now for eight years have gone on alone. 

This is a good while to be steadily 
in one business, and as I have suc- 
ceeded fairly well in it, gaining at 
least a large experience, it occurred to 
me, as these active years of my past 
life came up in review, that neither 
publishers nor advertisers would take 
it amiss if I set down some conclusions 
I have formed at the end of so long a 
period of work, bearing on the whole 
subject of newspaper advertising. 
These I will place in a detached sort 
of way, without any pretense to or- 
derly composition. 

1. When I began, newspaper ad- 
vertising was not as respectable as it 
isnow. Respectable is, perhaps, not 
quite the right word to express the 
status of a business, looked on as 
rather irregular and queer, but no 
other so good occurs to me just now. 
Regular, steady-going business houses, 
thirty years ago, felt something like 
shame in advertising their goods in the 
newspapers. This feeling has pretty 
much worn away, although some of it 
still lingers among old-fashioned busi- 
ness men. 

2. Ishould judge that the people 
of this country expend at least thirty 
times as much money in newspaper 
advertising as they did thirty years 
ago. The vast increase of population 
and newspapers explains a consider- 
able part of this, but it mostly comes 
from the more general and freer use 
made of the advertising columns by 
the general public. All classes have 
come more and more to believe that 
the newspaper is the most impersonal, 
self-respecting and effective way of 
getting before the public with what 
any one wants to say to it. 

Thirty years ago a man who should 
spend $25,000 a year in the newspa- 
pers would attract attention as a large 
advertiser ; now there are houses ex- 


pending almost as much monthly, 
right along through the year, without 
attracting attention. Mr. Robert Bon- 
ner, whose undertakings in all direc- 
tions have been characterized by 
breadth, boldness, precision and suc- 
cess, was the first to make the public 
familiar with large advertising, applied 
in the most original manner, to build 
up the circulation of his Ledger to a 
point never attained before or since by 
any journal in this country. Although 
Mr. Bonner’s largest newspaper ad- 
vertising was done twenty-five years 
ago (for he rapidly made his paper 
successful, and, having accomplished 
his purpose, cut down his expenses in 
that channel), still no one has come up 
to the ‘‘ splendid audacity’’ of an or- 
der for one insertion of an advertise- 
ment to cost over $60,000. And yet 
in pecuniary matters he is a very exact 
and careful man. 

3. It agrees with my experience 
that newspaper advertising is profit- 
able. As I look back over the very 
considerable number of those whose 
advertising I have done, I do not now 
recall a single one who judiciously, 
perseveringly and freely pushed good 
articles, of whatever kind, in the 
newspapers, and did not make at least 
a fair success, while a great many 
have gained ample fortunes. I will 
not mention names in support of this 
statement, as I could easily do, but 
the list is a large one. Indeed, it has 
been my observation that it is easier 
for large advertisers to make money 
than to keep it. Often it comes in so 
fast that the head gets turned, and 
lavish personal expenditures and un- 
profitable investments swallow up the 
fortunes which, had they been longer 
in making, would likely have been 
more permanent. 

When business men come to look on 
the cost of steady newspaper advertis- 
ing as an investment, sure to pay as 
well as any other, and not unlikely to 
be exceedingly profitable, they will 
use it more systematically than hereto- 
fore, and regard it as a necessary item 
of expense. 

4. Ever since I have been in busi- 
ness there have been wide differences 
of opinion among advertisers as to the 
best mediums and methods, and never 
so great as now, in consequence of the 
rivalry between advertisers and agents; 
and whenever any one succeeds by the 
use of certain mediums in a certain 
way, he naturally concludes his method 





























to be the best, notwithstanding an- 
other may have made an equal success 
by using quite another class of news- 
papers, in quite a different way. 
Twenty-five years ago, large adver- 
tisers, as a rule, contented themselves 
with a well-written and displayed ad- 
vertisement taking its run on the ad- 
vertising pages, or paid something 
more and used a ‘‘ Special Notice’ in 
a position for a long time the only 
preferred one in the general run of 
newspapers, and having no other ad- 
vantage over the ordinary advertise- 
ments than being nearer the reading 
matter. Now the struggle is to get 
preferred positions with displayed &d- 
vertisements, or to work in notices 
and reading articles so that the read- 
ers of a newspaper will think them 
either written or selected by its editor. 
Still Ido not know that advertisers 
now make it pay them any better than 
those did a quarter of a century ago, 
who used simpler and cheaper meth- 
ods and told their stories in a plain 
way over their own names, and used 
the same advertisements year after 
year until the public came to look 
upon them not unkindly as old ac- 
quaintances. Having seen success 
obtained by so many different methods 
of advertising, I have learned to be 
modest in urging on customers this or 
that way as the only possible one of 
succeeding, and content myself with 
suggesting what would seem to bea 
way suited to the particular case in 
hand, and this with a feeling that 
other ways might possibly be as good, 
if not better. Twenty years ago I 
thought I knew more about all this 
than I do now and I leave confident 
and positive advice to the younger 
agents, who can speak with the happy 
and often winning assurance of a more 
limited experience. 

5. Finally, I have found my busi- 
ness more pleasant to carry on than 
the average of the trades and profes- 
sions. The large newspaper advertis- 
ers in my time have been, and are, as 
a rule, intelligent men, comfortable to 
do business with, and I can certainly 
bear testimony to the honorable sense 
of obligation among them as a busi- 
ness class, when I say that I habitually 
take verbal orders amounting to many 
thousands of dollars, and do not now 
recall an instance where the giving of 
such informal authority was disputed. 
I doubt whether many, in other lines 
of business, after thirty years’ experi- 
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ence, can say this; and it pleases me 
to think that the fact speaks well for 


both parties. I never expect to en- 
gage in any other line of business, and 
am quite content with the confidence 
of those who deal with me, and the 
modest profit of my transactions. 
LOCAL PAPERS AND LOCAL AD- 
VERTISING. 


By A. E. Hoyt. 


To what extent shal! a country daily 
open its columns to advertisers in 
larger cities, bringing upon its local 
advertising patrons competition hard 
to meet and bitterly complained of ? 
In every inland town in the State the 
publisher is confronted by a danger 
that the life will be sucked out of the 
town by the tendency of the people to 
patronize the larger stores of the more 
populous communities. He asks popu- 
lar support of his daily because he is 
getting up the very best local paper he 
knows how to get up; he does not 
pretend to compete in general news 
and miscellany with the big city dailies. 
Shall he, then, subject his local adver- 
tisers to the competition of the big 
city firms, a competition which they 
are seldom able to endure? Shall he 
not rather extend to them the protec- 
tion and the loyalty he asks for him- 
self, as local institutions, which are 
doing their best within their limits? 
The question is as yet only one of the 
ethics of the business department. 
No organization of local advertisers 
has demanded the exclusion of out-of- 
town competing ads. It is simply 
whether the local publisher who has a 
vital interest in the life and growth of 
the town can afford to be a party to 
the withdrawal of trade from it. Itis 
for him to decide whether such a 
course is compatible with what he has, 
or should have, deeply at heart. Pos- 
sibly a personal allusion may be par- 
doned. The little inland daily with 
which the writer has been connected 
since its foundation, four years ago, 
makes the rule that no advertisements 
from out of town which would com- 
pete with local merchants shall be 
accepted. With some misgivings the 
rule was adopted, and, in the face of 
some disillusioning, it has been strictly 
adhered to. It cannot be said that all 
the local business men have appreciated 
the advantages attempted to be given 
them ; some who were most ready in 
lauding the local patriotism notion 
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were even more ready in withdrawing 
their patronage when, in early days, 
hard sledding came, and our enterprise 
seemed doomed to failure. It is also 
to be noted that some country dealers 
who cry out against trading away from 
home, do the very thing themselves. 
The fact remains, however, that to-day 
our advertising columns are kept well 
filled with strictly local advertising, 
gained ona strictly business basis of 
circulation, and at good rates, and this, 
too, in a small field and with two repu- 
table and long-established competitors. 
It may or may not be that against such 
odds the enterprise would have suc- 
ceeded even better without adopting 
the exclusion rule. At all events, its 
success has been achieved with the 
rule, and some of us believe largely on 
account of it. 

The time has come when readers of 
country dailies demand as the price of 
their support a more and more exclu- 
sively local newspaper. Will the local 
advertisers be long in catching on? 
They and their patronage are the life 
of the paper; and their demands, if 
just, always command a respectful 
hearing. 


A UNIQUE PUBLICATION 


WITH A MILLION PROSPECTIVE SUB- 
SCRIBERS. 


There is a paper published monthly 
at No. 1o East 14th street, New York, 
called Zhe Constitution. From Jan- 
uary, 1894, to January, 1895, it pub- 
lished an average of 41,000 copies an 
issue. Mr. W. Jennings Demorest is 
practically the publisher, and he also 
publishes Demorest's Magazine. The 
Constitution is an eight-page, three- 
column paper. It has a neat typo- 
graphical appearance and is printed 
on good stock. You can have it 
sent to your address for one year 
for 10 cents, and twenty copies will 
be sent to as many different ad- 
dresses for one year for $1.00. Two 
hundred copies will be sent postpaid 
for $1.60 ; and 1,000 copies for $3.00, 
so the publisher’s notice states. The 

per is practically the organ of the 
Constitutional League, which is a pro- 
hibition organization that devotes all 
its energy to the suppressioa of the 
liquor traffic. A feature of the con- 
duct of the paper is the ‘‘ Demorest 
Medal Contest,’’ which Mr. Demorest 
describes as follows: ‘‘ Prohibition 
literature is sent out to young people 
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all over the country, who are induced 
to speak on prohibition in schools, col- 


leges, Sunday schools, temperance 
lodges, etc. Medals of various values 
are presented to the best speakers and 
at the close of the exercises a canvass 
is made among the audience for sub- 
scriptions to Zhe Constitution.”’ In 
answer to a query Mr. Demorest told 
PRINTERS’ INK’s representative that the 
lists of subscribers obtained in this way 
averaged thirty names and that one 
list received from Philadelphia em- 
braced 2,000 names. A large letter 
file was handed out for inspection. It 
contained hundreds of letters embrac- 
ing lists of new subscribers containing 
from two names to two hundred. 

‘“*Did you ever have any trouble 
with the Post-Office Department re- 
garding second-class privileges ?’’ was 
asked. ‘‘ Not any trouble, exactly,” 
was the reply; ‘‘but the department 
has called my attention to second-class 
rules more than once.”’ 

‘*In what way ?”’ 

‘*Well, men from the department 
have been up here and I have satisfied 
them that everything is all right.’’ 

‘* What proof did you furnish ?” 

‘*They looked over the subscription 
lists and appeared to be satisfied.”’ 

He said that his subscription list was 
going right up to a million. 

One curious thing about all this is 
the circumstance that the postal laws 
forbid the distribution of newspapers 
through the mails as second-class mat- 
ter if sold at nominal rates, and that 
the Post-Office Department knows all 
about Zhe Constitution. If mailing 
single issues of an eight-page paper 
at three-tenths of a cent a copy and 
accepting yearly subscriptions for five 
cents, that involve the writing of 
twelve separate addresses, the mailing 
a paper twelve separate times, furnish- 
ing the stock, printing the paper, pay- 
ing the postage and all at five-twelfths 
of a cent for each copy, is not selling 
a paper at a nominal rate, it would be 
interesting to be told what figure would 
constitute such a rate. 

The Constitution is an excellent pub- 
lication, doubtless, and that it is doing 
a good work, possibly no one will at- 
tempt to deny ; but why, Mr. Con- 
gressman, should a law continue to 
exist that has no interpretation? Why 
should a privilege be allowed by post- 
office officials to a publication devoted 
to promulgating the theory that: 
‘*Truth and Morality, Liberty and 
































Protection, Law and Justice, demand 
the Prohibition of the Liquor Traffic,” 
that should not belong equally to 
another paper devoted to the encour- 
agement of good rvads for instance, or 
to any other object having in view the 
making of this world a better and 
pleasanter place for human beings to 
dwell in ? 
———_+ - —_—_— 

Tue Lima Clifper came to our desk last 
week wrapped up in Printers’ Ink. Great 
heavens! It’s bad enough to see a $40-suit 
of clothes on a 40-cent man. In the Herald 
office we keep our Bible, hymn book and file 
of the Printers’ Ink on the same shelf.— 
University Herald, Ada, Ohio. 

IF you nocd any article whatever, from 
soap up toa nth > Pe coat, your mind in- 
stantly associates with the thing desired the 
name of the firm which has advertised such 
goods. That is the beauty of persistent and 
prominent advertising—it identifies the mer- 
chant with his merchandise. 

oe 

AT a recent meeting in New York City of 
the editors of local religious papers, the 
amount of profit to be made in the publica- 
tion of journals of that “4 | having been 
incidentally referred to, Mr. R. Elliott, 
publisher of the Evangelist, yt that 

‘there is no religious paper that makes 
money in the sense that a great class pa’ 
or trade journal does. If one makes a living 
the publisher hugs himself.’ On the other 
hand the Rev. Dr. J. M. Buckley, editor of 
the Christian Advocate, said: ‘1 recall 
with pain the privations of the Bowen family, 
of the Jndependent, among the wilds of Wood- 
stock, and I remember that when incomes 
were disclosed under oath, that of the late 
Dr. Prime, of the Observer, was some $40,000 
per annum. Why, my poor little Methodist 
paper has in fifteen years paid $200,000 into 
the church fund for the support of aged and 
indigent clergy, and the relief of the families 
of the dead clergy. You know our building, 
and there’s no mortgage on it. I believe t}.at 
the best paying investment in the country for 
the money that’s put in it is the religious 


” 


newspaper. 








—=—- 
Boren Fy 
HAD BEEN FIRED. 


Funnyman—There’s a man who has had 
several narrow esc ape from death by fire. 


Dullhead—Indeed ! Fireman? 
Funnyman—No; advertising solicitor. 
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EMBALMED NOW IN “ PRINTERS’ INK.”” 


Co.oritype Company. } 
New York, Jan. 16, 1895. 
Editor of Printers’ Ink: 


The inclosed gem of advertising composi- 
tion I picked up in my home at Harrisburg, 
Pa. hat it may be “‘ kept in a life-like ap- 
pearance,” and “‘at a cost less than ice,” I 
send it to you. The advertiser recently had 
his hearse and several funeral carriages in a 
fourth of July trades display, and one of his 
other achievements has the rebuilding 
and exhibition of the face of a very seriously 
mashed-up railroader whom he was “ under- 
taking.” 





HOW WE EMBALM. 


m4 request of our friends, we 
e known the following facts 
History of ancient tradition informs 
us where k and many others were 
embalmed and oe for many years. 
me has been handed down to us 
by our forefathers as an art of science, 
= to-day, oe the whole world, the 
le are 
thus cared for, makin, it one of the 
noblest arts we are blest with. Our 
pany are thus preserved in a much nicer 
way That g’ ly ice-box has been 
abolished from our homes, and all these 
unpleasant scenes which generally fol- 
low after removing our dear ones from 
the ice-box, and the great change which 
-~ ereafter is very observa- 
ble. e contrast is simple ane plain, 
as well as of the high importance, 
and we do not pour it down te throat, 
which is usually done, but our mode is 
the only proper and scientific method of 
testing whether there is still life or not, 
thus not allowing us to embalm if there 
should be life, which makes this the 
only method of such tests. When ae 
satisfied that life is extinct, we proc eed 
with our work without any mu ro 
cutting. or injury in any manner of the 
de parted It uires but a short time 
to emba!m, and the body can be imme- 
diately ~(-¥" ard properly dressed, and 
n its last resting place with- 
out any further ostention. In this man- 
ner it can be kept in a life-like appear- 
ance, not only for days but for months, 
if so desired, thus allowing all friends 
to pay their last tribute of tokens of 
affection which loving hearts could 
suggest—t tending to alleviate the 
sadness, and wo toa greater resig- 
nation, which —. not be were the 
sepalsive ice-box used 
. C, H. Mauk, eth many years of 
erience as an undertaker and = 
balmer, and a graduate of the only an 
renown Embalming College = the 
United States, at New York, and who 
has also taken special courses in this 
art, will care for our beloved ones in 
the above manner AT A COST LESS THAN 
IcE. So keep this reference before you; 
you may need it some time. 
Thanking you for your past patron- 
age, and soliciting a c nt omedl y- of the 
same, | remain yours respectfully, 


Cc. H. MAUK, 
Practical Embalmer and Undertaker, 
1700 North 6th Street, 
—HARRISBURG, PA.—— 


Telephone Call, 3773 
Night and day 
prom =. 
My prices are lower than the lowest 
and terms suit all. 
White and Black Hearses always 
furnished at no extra charge. 
N.B.—I am the only undertaker in the 
city who uses this form of Embalming. 


rug 





calls attended to , 


Ed cores tS > Mn Bathe theca do th hn fl 











J. Horace McFarvanp. 
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AS EASY AS ROLLING OFF A LOG 
New York, Jan. 24, 1895. 
Editor of Printers’ Ink: 


“TI have five hundred thousand circulars 
to distribute, and I don’t know how to go 
about it,”’ said a business acquaintance to me 
several months ago. By “ distribute” he 
meant to send by mail to the number of peo- 

le mentioned, all of whom had at some time 
avored him with an order. ‘‘ Worst of all,”’ 
he continued, “‘ I want to get them out within 
a week, as I have already delayed them. I 
have no room in my place, and the mailin 
agencies want too much for the service, an 
want about twenty days to do it. Can you 


help me 

Now it occurred to me that the only way 
to get rid of the matter was to get as many 
— as possible to do the work. If five 

undred could be secured, each taking a 
thousand circulars to fold, put in envelopes, 
address the envelopes, stamp them, that 
would assuredly cut the gordian knot. If 
these same people could do the work at 
home, the whole difficulty was solved. 

An advertisement in the want columns of 
three metropolitan dailies brought forth 
answers by the hundreds. The advertisement 
called for an inclosed postal card addressed, 
and this saved the five dollars that would 
otherwise have been spent in summoning the 
applicants, each of whom was given a thou- 
sand circulars to fold, a thousand envelopes 
to address and stamp. For this service $1.75 
was paid. This amount was arrived at after 
questioning a hundred of the applicants as 
to what they considered a fair price for the 
services to be rendered ; most of these said a 
dollar and a half ; to this a quarter of a dol- 
lar was added, to pay for car fare, stamps, 
etc., expended by the workers, who were 
o— to understand that the work must be 

elivered on the fourth following day, and 

that a promt compliance with instructions 
would secure further work in the future. 
There was not a single disappointment, each 
thousand being delivered as ordered. 

The distribution cost as follows: 


MERE ERPOREDOSTESSCCESEORES 875 00 
Sane 5,000 00 
CBSE CE GHOMINES. ....cccccccccce 520 00 
i cicasantewnesneces 250 00 

Ne emesantanwananel $6,645 00 


This was about a cent and a third for each 
circular. As results proved, the investment 
was a good one, which was probably due to 
the fact that the circulars were all sent to 
former customers. The firm was a novelty 
house, and the goods the circular offered 
i I am in- 


were really exceptional bargains. 
clined to believe, however, that had the 
money been expended in advertising media 


of half a million circulation each, the results 
would have been twent r cent better. 
Very much space of single insertions can be 
purchased for six thousand dollars, and what 
trouble is saved! However, I started in only 
to tell the story how the circulars were 
gatten rid of, and not to argue for or against 
this method of advertising. 
Secan HERZBERG. 


oe 


“ Ts the little things that tell’’ in adver- 
tising. For instance, ’twas a “‘ little thing” 
of three years who successfully advertised 
to the assembled family the important fact 
that “ Papa ‘tissed’ ‘ Nursey.’’’—Francis J. 
Maule, Philadelphia, 
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YOU WILL REAP. 


You may have a little notion 
That the world is only chance, 
That the harvest don’t depend upon 
The grain a fellow plants. 
But there’s an old-time saying, 
By all nations it is known, 
That when comes the time of harvest 
You will reap as you have sown. 


Every brush you give your counter, 
Is just so much stock in trade ; 
Every counter you have painted, 
Is a customer you’ve made. 
Every time your name is printed, 
Is a dollar laid away, 
Every thought = give your business, 
Hastens in a better day. 


Then never mind the reaping, 
If the sowing has been right, 
For the laws of nature govern, 
And she’ll always treat you white. 
Don’t you be afraid of business, 
Open out and make a show, 
For the laws of nature govern. 
And you'll reap just what you sow. 
——— +e 
IN PAWN, 

Mr. Alfred Jelliffe, manager of the Healey 
shoe stores in Brooklyn, lately issued an imi- 
tation pawn ticket as an advertisement in- 
tended to boom their trade with the “* boys.”’ 


29315 


HEALEY & CO., 


$371 Fulton Street, 


SEPTEMBER, “5 1804, 
£Q Lug 
+H 
Ji? 


If you wear 6,7 or 8 we can ft) ou ot One Half 





Sample Shoe:. We sell twice as many Men's 
Shoes a8 any other Shoe dealer in brooklyn. 


Ww 
25 Ann St. near Nassau St., New York. 











One of their men, while distributing these 
tickets on Fulton Street, was approached by 
a shabbily-dressed fellow, who hailed him 
with—“ Say, me frien’, can’t you do some- 
thin’ for a feller—I’m in pretty hard luck; 
ain’t had nothin’ to eat to-day an’—’’ Here 
the other interrupted him with: 

“* Say, do you know what this is?” holding 
out one of the tickets. 

“* Yes,”’ said the beggar. 

“Well, look at these,’”’ said the other, 
showing the stack of tickets he carried in 
the other hand. 

The beggar looked at the stack in astonish- 
ment. ‘ Hully Gee!” he exclaimed, as he 
turned away, “Yer in worse luck than I am; 
if I had ten cents I’d give it to yer meself.”’ 

















Tr is not the capital in business but the 
drains in business that make success. With- 
out brains in advertising capital will soon 
vanish. 


++ 
A MERCHANT puts his money in a safe, and 
it stays there until he goes after it. He puts 
it in an advertisement and it multiplies and 
comes back to him. 


Seeaeeaneeniaienniemmnensty 
A smart looking delivery wagon, drawn by 
a good horse, can scarcely fail to secure a 
retail merchant a considerable amount of 
respectful consideration. 
cipcoalllllciaiaeninis 
GreE Ley believed that a ‘‘ nose for news ”’ 
was an essential in a reporter. So also the 
‘advertising instinct” should be indispen- 
sable to experts in business literature. 
——— +9, 


A REALLY good advertisement resembles a 
rose in several important particulars. - To a 
distinctly die tabes (or perfume) of its 
own, it adds numerous penetrating “ points ” 
that make their impressions on “all hands’”’ 
coming in contact with it.—Francis I. Maule, 
Philadelphia. 
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Displayed Advertisements 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








PLAIN, straightforward printing Qike Prrxt- 
ERS’ INK, for instance)—that is the k 
it; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spr-ice St., New York. 


Newspaper 
Novelties 
Wanted. 


During the year 1895 I would be pleased to 
receive communications from people having 
propositions for newspapers. Information 
concerning syndicate letters, schemes to in- 
crease circulation or to incite advertisers to 
business, or anything that may be beneficial 
to a wide-awake daily paper. Address 

FRANK MOFFITT, 


Dec. 21, 1894. OAKLAND, CALIFORNIA. 











AM morally certain that an 
confined to such readers of * 


interest in this announcement will be strictly 
rinters’ Ink” as regard with favor its advanced 


wiews on the subject of Advertising. To that very considerable number I beg 
to submit the following absolutely simple proposition, to wit:—Take ome of 
your regular printed letter-headings (not a Postal Card), and write upon tt the 
single word ** WHAT,” then sign this brief communication with your firm name, 


and mail it to me. 


Upon its receipt I will send you by return mail something 
ip 


bearing upon the subject of General Advertising that / venture to think you will regard as 
avery fair return for the paper, postage and trouble involved in this experiment. 

My object in thus insisting on the use of your regular letter-heading is, that I may from 
tt learn the nature of your business, and so be euatied te send what 1 deem would be most 


appropriate to that business. 


Address, FRANCI8 L AULE, 
828 Chestnut Street, Philadelphia, Pa. 


De not enclose Stamp for reply. That ts clearly my concern,and I recognize tt as such. 























portance. 


of the Empire State. 









Since 1888, ‘THE PRESS has grown in strength and im- 
It is still growing and will keep on growing. 
It is officially recognized by the Republican State and | 
County Committees as the leading Republican newspaper 
With progressive advertisers, 


ea — New York Press 


is the standard by which other papers are rated. 


Money in 


The Press 
—=yy 


“Tue Press, the most 
widely circulated Republi- 
can newspaper.”—WN. FY. 
Evening Post, Aug. 2, 1888. 
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Printers’ Ink for November 
28th, 18094. 
THE 
YEAR BOOK 
- ISSUE... 


Inasmuch as the Post-Office Depart- | 
ment will not distribute the interdicted | 
issue of PRINTERS’ INK without prepay- | 
ment of postage, 10 cents a copy, on each | 
separate book, and inasmuch as, on this | 
account, we have fully twenty-five hun-| 
dred copies on hand in excess of those in- | 
tended for the ordinary demand, this is 
to make known to interested parties, 
everywhere, that we will receive and 
execute orders for this book at 10 cents 
each or $10 a hundred, until the edition 
is exhausted, and will prepay the postage 
or freight in every case. 

ddress, with CASH, 


PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 


FOR $10.00. 





Advertisement.—A publisher wishing to insert a 
short statement of ten lines or less in the 
column with and following iption 
of his paper, in the American Newspaper Di- 
rectory for 1895, may do so at the nominal price 
of ten dollars, which price will include a free 
copy of the Directory to be sent by express as 
soon as issued. Ten lines will accommodate 
sixty words, but a smaller number of words 
will not be ac_epted for less than the price 
named. Additional matter may be inserted at 
ten centsa word. No display or full-face type 
can be used. Payments for statements of this 
sort will be expected by check or post-office 
order when proof is submitted. For 
accompanying the original order—$10 fo 
words or less, and 10 cents extra for each word 
more than sixty—a discount of 10 — cent may 

ded d. All stat ts of the sort indi- 
cated will be set in 1 type (of which this is 

a specimen), and will be preceded by the word 

“Advertisement.” In this way it will be possi- 

ble for a publisher, on his own responsibility, 

to convey any information that he deems im 

portant lace before advertisers and other 

users of the Directory, in addition tothatgiven | 
the Directory itself. Not very — ago an 
offer of five thousand dollars was made and re- 
in one case for a notice similar to this 

now granted for a nominal sum. 

The American Newspaper Directory for 1895 
will also offer to publishers of newspapers, 
who furnish portraits, or pictures, illustrating 
their newspaper buildings, the privilege o 
having them inserted in the Directory in con- 
nection with the description of the paper at 
the nominal price of ten dollars, which will in- 
clude a copy of the book sent free by express, 
as soon as issued. The necessary drawing or 
reproduction can be made from a pho’ ph 
or other picture, and for this work there will 
be no extra charge. Such a picture may prove 
a valuable and attractive advertisement. It 
would appear that a publisher who owns an 

ding worthy of illustration, or who 

esires that his face shall become known to 

advertisers and others, may wisely avail him- 

self of the privilege here offered. e cut 

must not exceed one inch in length or in 

width, and in appearance is subject to the ap- 
proval of the Editor of the Directory. 

Those who take pains to examine issues of 
the Directory for previous years will find speci- 
men pictures of newspaper establishments. 
When a newspa) owns an office it is well to 
let the fact be known 

rs are those that advertisers are inclin 

hink most likely to brin 
turns. Publishers desiri 

ment and the picture, and but one copy of the 

Directory, will pay $15 for the combined serv- 

ice, and 10 cents a word extra for each word 

more than si . Address a!l communications 
to AMERICAN NEWSPAPER DIRECTORY, No. 

10 Spruce St., New York. 
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™ Ohio 


Established 
1811. 


State 
Journal. 


Leading Newspaper 
Of Central Ohio. 


Daily—Circulation 12,750, only morning 
newspaper printed at Columbus, a city of over 
100,000, and reaching by early trains the best 
portions of Central and Southeastern Ohio, 

Sunday—Circulation over 17,000, with- 
out a rival in its field, being the only news- 
paper circulated in Columbus on Sunday that 





prints all the telegraphic and local news. An 
especially good medi for classified adver- 
tisements, 


Weekly—Now issued as a twice a-week 
editior,on Tuesdayand Friday. Circulation 
22,000, chiefly among the farming com- 
munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 

OHIO STATE JOURNAL CO., 
Columbus, Ohio, 
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EASTERN OFFICE: U 
517 TemPLe Court, New York. l! 
Cc. E. ELtis, Manacer 
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IT COVERS 
THE GROUND! 


Going as it does into more com- 
fortable homes than do any other 
two papers in Milwaukee, 


The 

Evening 
Wisconsin | 
is the only newspaper that NEED be ) 


used by advertisers in order to reach { 
the cream of the Milwaukee trade. 





THE EVENING WISCONSIN COMPANY, 
MILWAUKEE, WIS. 





Eastern Branch Office : 
10 Spruce St., New York. 
] CHARLES H. EDDY, Manager. 
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; SAGINAW 


COURIER-HERALD. 


Daily, 6,000 
Sunday, 7,000 
Weekly, 14,000 


The Leading Paper in Northern 
Michigan. 

Largest Weekly in the State, 
outside Detroit. 

Covers the homes of that section 
very thoroughly. 

Delivered by its own carriers into 
the hands of its readers. 

Receives full Associated Press 
Reports. 

Saginaw — population, 60,000— 
is the Third City in Michigan. 


For particulars, address 


)H. D. LACOSTE, 
38 PARK ROW, 
) NEW YORK. 
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There is nothing new 
to be said about... 


VICKERY & HILL LIST. 


The most successful adver- 
tisers are using every issue 
and their reports are always 
the same, Vickery & Hill List 


Can Always be Counted Upon 
for Profitable Returns. 


If you are an old advertiser 
you know all about us: if new, 
it will pay you to send us your 
address at once. For special 


information 
AUGUSTA, ME. 





|C. E. ELLIS, Manager, 


Special Advertising Office, 
517 Temple Court, New York City. 


68000060 
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Overland 
onthly 


DLa> 


Overland 
Monthly 


SAN FRANCISCO. 


Qa 


FRANK E. MORRISON, 
Eastern Agent, 
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Daily Average Circulation for last Three Months, ~ 1,584 


Circulation of THE PIQUA DAILY CALL for 1894. 





































































Mar.| Apr. May. un. July. Aug. |Sept.; Oct. | Nov.; Dec. 
1 208 F2n\ * 63). 1,425) * 1,686| 1,498] 1,500} 1,516] 1,517 
2. 205] 1,213) 1,212 Lies 1,427| 1,460} 1,520) * | 1,506] 1,515) * 
%.. 1.285] 1/210] 1/212] 1:71) * | 1,459 1,532) 1,499) 1,506] 1,515) 1,517 
4.. * * | 1,212) 1,800) 1,440) 1,462) 1,568) 1,480) 1,508) * || 1,516 
5.. .205| 1,210} 1,710) 1,809] 1,445] 1,451) * | 1,4-3) 2,006) 1,518] 1,520 
6.. "208| 15209) 17725) * | 15445] 12448] 1,580 1,488] 1,508] 1,514) 1,516 
, ,219| 1,238) 1,725) 1,370) 1,441) 1,446) 1,513) 1,480) * 1,512) 1,516 
8.. 7208] 1,212) * | 1,350) 1,440! * | 1,540] 1,480) 1,508] 1,512) 1,518 
9.. .210| 1,220) 1,725) 1,355] 1,445) 1,442) 1,532) * 1,500] 1,517) * 
10.. 211] 1,211) 1,742) 1,362) * | 1,475) 1,536) 1,500) 1,505) 1,515) 1,518 
| * * | 1,745) 1,352] 1,450) 1,475! 1,585) 1,500) 1,505 1,518 
12 ,208| 1,220) 1,747) 1,849] 1,452| 1,476] * | 1,486) 1,503] 1,512) 1,518 
13 ,208} 1,212) 1,749] * | 1,455) 1,478) 1,533) 1,486) 1,508) 1,512) 1,517 
14 ,210} 1,201] 1,747} 1,960! 1,455] 1,484) 1,585) 1,486) * | 1,513] 1,517 
15 .208} 1,212) * | 1,362) 1,457; * | 1,488) 1,485) 1,505) 1,613] 1,520 
16 +210} 1,212} 1,747) 1,359| 1,459) 1,480) 1,486] *. | 1,508) 1,513) * 
8... 5212] 1,211) 1,749) 1,359) * | 1,484) 1,490) 1,485) 1,504) 1,515) 1,517 
.. * * | 1,749) 1,364) 1,460) 1,480) 1,490] 1,486) 1,506) * | 1,519 
19.. .208] 1,214) 1,745) 1,366) 1,449) 1,472) * | 1,499) 1,505) 1,512) 1,519 
20.. $215] 1,212) 1,753] * | 1,445) 1,470} 1,491) 1,499) 1,505) 1,518] 1,519 
3 ,215| 1,214) 1,748} 1,367) 1,449] 1,476] 1,489) 1,668) * | 1,514) 1,519 
-. (210| 1,208} * | 1,371! 1,456) * | 1,489) 1,500] 1,520) 1,520/ 1,600 
. ,206| 1,210) 1,753] 1,400) 1,454) 1,479) 1,493) * 1,507| 1,515) * 
4.. 212} 1,210) 1,750) 1,400) * | 1,479} 1,492} 1,500] 1,521) 1,515) 1,518 
* * 1.753] 1,370] 1,450) 1 480} 1,489) 1,502| 1,506) * | 1,518 
26.. 1,511] 1,750] 1,320} 11456] 1,476) * | 1,502] 1,509] 1,515) 1,520 
a. 1,510) 1,760) * | 1,455] 1,476] 1,500) 1,505) 1,509) 1,516) 1,501 
2.. 1,512} 2,260] 1,320} 1,459) 1,481) 1,500) 1,503} * | 1,517| 1,504 
29 1,510} * | 1,824! 1,459| * | 1,500) 1,500) 1,510) 5,025) 1,551 
30 1,200} 1,770] 1,420) 1,454) 1,500) 1,500} * | 1,509) 1,575) 
31 seach AES <euse _1,400 pesos _|_1,500 Tc s<ess 1,509) 
Totals 2, 275 38,923 /42,238 138,926 36,223! 38,289] 40,902 37,395|41 190! 42.884 39,534 











GRAND TOTAL, ~ 7 a - 454,375 

STATE OF OHIO, M1AMI Co.. CiTy OF PIQuA, 83 

On this 12th day of January, 1895, perscuaily came before me, a Notary Public in and for 
said County and State, J. W. Morris, and says he is the Business Manager of the PIQUA 
DAILY CALL, and that the above tabulated statement of the aaa of oat ATi per is 
correct. 

Sworn to and subscribed before me the day and year aforesaid. JAMES Was KeyT, 
Notary Public, Miami County, Ohio. 








Daily i O O , O O O Circulation at 


GUARANTEED i 
to Advertisers by the ran 


St. Louis Chronicle, : 


E. T. PERRY, 
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Be: 


Manager Foreign Advertising, 
53 Tribune Bldg., 503-504 Boyce Bldg., 


* 
NEW YORK. CHICAGO. : 
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AN ADVERTISEMENT. 
By Charles Austin Bates. 


I find that generally I get what I 
pay for and that high-priced things are 
worth their price. The other day a 
visitor said to me: ‘‘One hundred 
dollars for writing that booklet ! Why, 
I can get it done for twenty-five.” I 
told him that I had no doubt of it. I 
even thought he might get it done for 
ten dollars—or he might write it him- 
self and save (?) theten. It is possible 
that the twenty-five dollar man would 
write as good a book as mine. It is 
possible—but we don’t find it that way 
in other professions. Some lawyers 
and doctors and architects and dentists 
are paid ten times as much as others, 
and they give better service. My work 
in advertising has a higher market 
value than that of some other writers. 
I suppose if I were not busy at my 
present prices I would have to lower 
them. As it is they have been con- 
stantly going up. I don’t fix the price 
of the work. It is fixed by the de- 
mand there is for it. I hold my old 
clients at increased prices. That 





I eterson | proves a good deal. I am busy all the 
time—that proves more. It has been 


a long time since I have been even 
with my orders. Generally I have 


advertisers. I offer them a trained 


6 > sas 
about a month’s work waiting for me. 
agazZi ne I want the important work of good 


It 
Pays 
Advertisers 


Penfield Pub. Co. 


109-111 Fifth Ave., 
New York. 


FRANK EB. MORRISON, 
Special Agent, 

500 Temple Court, 
New York. 





| brain, devoted exclusively to advertis- 
jing, and supplemented with the best 
| facilities and the best office equipment 
jin this line. It means a great deal to 
|have convenient offices and all the 
| reference books one needs. It means 
a great deal to have catalogues and 
printed matter of every conceivable 
business, all classified and indexed 
ready for use. It means a great deal 
to have everything thoroughly system- 
atized and to be in a location that 
puts one in touch with the leaders in 
advertising, engraving, printing and 
kindred trades. It means much tc 
have the best business artist in America 
exclusively employed. There is every 
reason why I should do good work and 
lots of it, and that I should get a 
reasonably high price for it. 

For magazine and trade paper ads I 
charge $5 each and more. For med- 
ical ads about $10 each. For illus- 
trated ads as much more as the illus- 
trations are worth. Foraseries I make 
a reasonably liberal reduction. 
CHARLES AUSTIN BATES, Vanderbilt Bldg.,N.Y. 











RL-P-A-N-S 
AGE 


Mr. T. B. Eiker is spe- 
cial agent for the Chicago 
Herald, and his office in 
New York City is at No. 
50 Tribune Building. He 
is a strong, virile man, not 
the sort of person to often 
require medicines; and is 
specially opposed to pills 
of any sort, finding them 
too violent in their action. 
In case of any irregularity 
he had always relied upon 
the use of fruits, until one 
day on a railway journey 
a friend directed his atten- 
tion to Ripans Tabules 
and gave him some from a 
box he had in his portman- 
teau. He made use of 





PRINTERS’ INK. 


No Claims 
No Affidavits 


No Promises 





them when occasion of- 
fered, and the result in his 
case was all that could be 
desired. He now depends 
upon Ripans Tabules en- 
tirely in the case of any 
irregularity of the bowels 
or derangement of the di- 
gestive apparatus, Mr. 
Eiker is a picture of health 
and manly vigor, is a 
hearty eater, and he re- 
gards a tabule after a 
hearty meal as a sort of 
insurance policy against 
future ills of any sort. 





Ripans Tabules: Sold by druggists, or by 
mail if the price (50 cents a box) is sent to 
The Ripans Chemical Company, No. 10 
Spruce St., New York. 





No Rebates 
No Discrimination 


BUT = 


THE CALL 


OF PHILADELPHIA 


Will Give Every Advertiser 


A FAIR RETURN 


Fer his Investment in its 


Columns. 


% 


EDGAR M. HOOPES, 


Wicminaton, Det. 


Manager of the Foreign 
Advertising of THE CALL. 
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\W/ omankind. 


A model woman’s paper, edited by women for women, and taken 
by good women to the extent of more than a 60,000 circulation. 
ee-e-e~<353~3 

Every phase of woman’s life and work is touched upon in this 
model woman’s journal, which explains why it is loved by those 
who read it, and why it is considered an authority by them. 

It helps woman in her daily work, and it will and does help 
the advertiser to secure good business. 


Of the Helpful Character all Through. 


WOMANKIND helped the E. S. Burnham Co., New York 
City, who write us saying: ‘‘ WOMANKIND is a most excellent 
advertising medium.” 

WOMANKIND helped the Trew Dish Washer Mfg. Co., 
Macon, Mo., who write us saying: ‘‘ WOMANKIND has been 
exceedingly satisfactory to us.” 

WOMANKIND helped the Kellmer Piano Co., Hazelton, 
Pa., who write us saying: ‘‘ We firmly believe WOMANKIND a 
most effective medium.”’ 

WOMANKIND helped H. E. Tweed, Ripley, Ohio, who 
writes us saying: ‘‘ WOMANKIND now stands among the lead- 
ing publications on our list.” 


Adv. Agents Speak Highly of Womankind. 

The Edwin Alden Co., Cincinnati, Ohio, say: ** It brings prompt returns.” 

Chas. H. Fuller’s Adv. Agency, Chicago, Ill., says: ‘*‘ We have always 
heard WOMANKIND well spoken of by our advertisers.” 

A. R. Elliot’s Agency, New York City, says: “IT have used your publi- 
cation for my customers with splendid results.” 

Nelson Chesman & Co., St. Louis, Mo., say: ‘‘ Our customers have used 
WOMANKIND and have all been pleased with the results.” 


From North, South, East and West. 


From every point of the compass come words of cheer and congratulation, 
and you must understand that the above quotations are very few in compari- 
son with the host of them that we have received from our well-pleased 
patrons from time to time. 

YOU are assured that YOUR advertising contract would be heartily 


appreciated by us. The fact is that we WANT it. WILL WE GET IT ? 
eae €-0-3~-3-3 
The Hosterman Publishing Co., 
SPRINGFIELD, OHIO. 


GEO. S. BECK, Advertising Manager. 
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THE LIVE CITIESAND TOWNS OF 


MISSOURI ANDA GREATER PART 
= OF THE STATE OF KANSAS. 


~~~ ADVERTISERS ~~— 
WRITE FOR RATES AND 
~—~— IDEAS ie a 
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If there is any Reason 
in the World 


That a publisher can urge why an advertiser 
should use his paper in preference to another 
issued nearby or elsewhere, it will pay him to 
tell what that reason is in a sixty-word advertise- 
ment immediately following the technical descrip- 
tion of his paper in the body of the next issue of 
the American Newspaper Directory. The cost 
will be $10, but if a check is sent with the order 
10 per cent may be deducted, reducing the cost 
to $9. Additional words may appear, if need be, 
at 10 cents a word, subject to the same discount, 
if paid for in advance. The sum paid for the 
advertisement also entitles the advertiser to a 
copy of the Directory, as soon as issued; viz., 
May Ist, 1895. 


ADDRESS ALL ORDERS TO THE 
AMERICAN NEWSPAPER DIRECTORY, 
10 SPRUCE ST., NEW YORK. 
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The best way to do all newspaper 
advertising is to “try it” for a time. 
“One brick won’t build you a house.” 
One advertisement, one time, in any 
newspaper would hardly pay anybody. 
The C. N. U. Lists are the same as 
other newspapers. One insertion would 
hardly be a fair test. But you can try it 
if you like. 
What the largest advertisers in the 
country are doing is running their adver- 


tisements right along from year to year. 


They probably do it because it doesn’t 


pay them. 





CHICAGO NEWSPAPER UNION, 


93 S. JEFFERSON STREET, IO SPRUCE STREET, 
CHICAGO, ILL, NEW YORK. 
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One Advertising Space 
11 X 21 inches, 
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Waiting Rooms 


on 


The Chicago, Milwaukee & St. Paul 
Railway System 


Contains 
=221,6/0- 
Sq. Inches 


Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 
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The Fxelusive 


Advertising privileges 
in all ears and on all 
Stations of the 


BR22KLYN-UNION 
ELEVATED RAILREAD 


Are controlled from May 


| Ist 1895 by 
~ CARLETEN & KISSAM 


Cars will be equipped 
with advertising racks, 
spaces to be 24x16 In., 
end spaces 24x!4#in. 








For rates address 


CARLET®N & KISSAM 
NO 915 Postal Telegraph Bldg. NY 


BROOKLYN OFFICE: 33 SANDS STREET. 
S. D. GARRETT, GENERAL MANAGER. 
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and y= for the bettermen' 
ideas—this is the retail branch. 





ADVERTISING FOR RETAILERS. : 
Edited by Charles Austin Bates. 


a erchants are invited to send advertisements for criticism and suggestion; to 
ions about paying pertaining to retail advertising ; to send ideas, experiences 
of this department. PRINTERS’ 


iNK is a clearing-bouse for 








I have a letter from A. W. Martin, 
of Baltimore, whose card says that he 
is a dealer in ‘‘heating, cooking and 
freezing devices.’’ He says he finds 
PRINTERS’ INK a great help in the 
preparation of his advertisements. On 
a postal card, recently published, he 
advertises refrigerators and oil heaters, 
and says: ‘‘ For freezing and heating, 
they challenge the world.’’ As a gen- 
eral thing I do not believe in cute ad- 
vertisements, but this is just cute 
enough to be good. Contrasts are good 
things in advertising. They help to 
make ‘‘ business perspective ’’ good. 

* % 


* 
** CROSSVILLE CHRONICLE,” 
S. C. Bishop, Publisher. 
CrossviL_e, Tenn., Jan. 26, 1895. 
Charles Austin Bates, New York, N. Y.: 

Dear Sir—The inclosed blotter is intended 
to be used on stationery for business men, 
and used in that way we think it a good ad 
for us and all concerned. What do you 
think? This is printed with Wm. Johnston’s 
fine job ink, and we consider it creditable 
for a country job office. 

The Geo. W. Cline & Co. ad we think the 
best, due artly to Printers’ Ink and partly 
to us. e feel that we owe a great deal to 
the “ Little Schoolmaster.” en we read 
an issue we generally think you have just 
about said it all, when lo and behold! the 
next issue is better than ever. But, in spite 
of our admiration for PRINTERS’ ‘Ink, we 
think you dip pretty deep into the “* rhyme 
pot.” In other words you use too much poetry. 

Doubtless you have forgotten more about 
advertising, by far, than we ever knew, but 
just the same we think the gamin in the gutter 
may have an idea sometimes, as well as the 
statesman in the senate chamber. My idea 
of poetry is about this—as near as I can find 
words to tell it—that it is all right for humor 
and sober meditation, but not much of it is 
ood for business, which covers the great, 
| anew field between humor and pathos. 

I, myself, am fond of poetry, but I don’t 
believe the masses are. Again, poetry car- 
ries with it, largely, the atmosphere of fri- 
volity, while business is the forceful expres- 
sion of truths in the earnest and pleasant 
manner that both interests and convinces the 
reader or listener. We think it is candidly 

ressed facts, and not the jingle, that 
nails the point and draws the dollar. , Poetry 
is to us too much like the “smart” adver- 
tising, against which you have so frequently 
spoken. Very sincerely —_ 
S. C. Bisxop. 


Mr. Bishop has some very sound 
ideas on both advertising and poetry. 
I am not really sure, however, that 


the little jingles which appear in 
PRINTERS’ INK properly come under 
the head of ‘“‘poetry.’’ The use of 
jingles in advertising is sometimes ad- 
visable. It is astonishing how some 
of the things that we think the silliest 
will stick in our minds for years. I 
doubt if anybody, who ever read it, 
has forgotten Mark Twain’s 

Punch, brothers, punch with care ; 

Punch in the presence of the passenjaire. 
There are certain lines of goods which 
may be effectively advertised by a 
seemingly silly jingle, but this method 
is likely to be better in the case of an 
article which is already well known. 

* % 
* 

From Kellogg, Drake & Co., Gales- 
burg, IIl., I have received a real nice 
red booklet, entitled ‘‘ The Four Kinds 
of Women.” Now, I don’t believe 
that there is a man or woman on earth 
who would not open that book to find 
out what kinds of women the writer 
meant. The first page inside the 
cover says: ‘‘THE Four KINDs OF 
WomMEN : The giving of the proverb— 
‘Women,’ saith the proverb, ‘are 
four; and these are they.’” The 
rest of the book is an exceptionally 
well written dry goods advertisement, 
illustrated with exceptionally bad 
drawings. I am sorry to have to say 
that the drawings are bad, because 
they were made by a woman, and I be- 
lieve that in pen drawing there isa re- 
markably fertile field for woman’s 
work. There is a growing demand 
for good illustrations for advertising 
purposes. It is a nice, clean, pleasant 
business, requiring taste and delicate 
skill, and I do not see why women 
should not do it quite as well, if not 
better, than men. 

* % 
¥ 

The Michigan Stove Co., which 
makes the Garland stove, sends out 
some of the most tasteful advertising 
matter that I have ever seen. Nearly 
all of it is addressed to the local dealer 
who handles their line of goods, or 
who ought to handle it. A recent cir- 
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cular is printed on imitation hand- 
made paper, in black and red. The 
type used is an old English letter, and 
the general effect is like that of the 
old illuminated pages so dear to the 
book lover’s heart. Another circular 
of theirs is printed on their regular 
letter-head, in typewriter type, and in 
it no effort is made at artistic excel- 
lence. It offers suggestions for a 
‘*cooking carnival,” the idea being 
to set up a Garland stove, hire a good 
cook, and give away good things to 
eat, right hot fromthe oven. Another 
suggestion is that the stove be set up 
in the window and the cooking done 
in plain sight of passers-by. The last 
paragraph in the circular says: ‘‘ Ex- 
perienced advertisers have always said 
that nothing attracts like something 
alive in the window. The adoption 
of even this suggestion will make your 
place of business very much alive.” 
* % 

An advertisement published by the 
Chandler & Rudd Co. is, I think, 
without faults. It is nine inches 
double column, and was placed in the 
upper left-hand corner of the first 
page of the Cleveland Leader. It was 
next to reading matter. It has the 
necessary display lines to let people 
know what it is about, enough white 
space so that it doesn’t look crowded, 
and enough matter to prevent it look- 
ing blank. It isa model grocery cd. 
The opening paragraph contains an 
idea which might well be adopted in 








Cuorce Foop Propucts anp TaB_eE DELI- 
cacigs, WHERE TO Get THEM AND How To 
Prepare THem !—It is our aim to answer 
both these questions for progressive house- 
keepers, and with this in view we are going 
to give to purchasers, on Saturday, the De- 
cember issue of 7adle Talk, a magazine de- 
voted to foods and their preparation, in the 
back pages of which will be found our cat- 
alogue. This magazine is the American 
authority upon culinary and household topics, 
and is highly prized by those who are 
familiar with it. 


one form or another by grocers gen- 
erally. This is followed by quite a 
long list of special items and prices. 
* % 
x 
LouisvittE, Ky., Jan. 19, 1895. 
Charles Austin Bates: 
Dear Sir—I take the liberty of submitting 


for criticism (should you deem them worthy 
of attention) a few copies of our “‘ ads,”’ and 


wish to say, in advance, that I make no pre- 
tention to being a “ Professional ’’ or an “ Ex- 
ee.” 
I study for, and usually obtain, satisfactory 
results, but the question with me is—are not 





PRINTERS’ INK. 


greater results attainable by infusing new 
zdeas into advertisements and acting upon 
intelligent suggestions such as you are capa- 
ble of advancing? I find Printers’ Inx, 
which reaches my desk every week, very in- 
structive, and am indebted to this publication 
for a great deal of valuable information. 

Should you see fit to look over the copies 
herewith inclosed and criticise, please say 
exactly what you think about them. 

Yours very truly, 
R. N. Wuite, 
Mgr. Adv. Dpt. Herman Straus, 

Mr. White may be assured that I 
always say exactly what I think about 
any advertisement that I criticise. If 
I did not, this department would be of 
very little use to anybody, and it is de- 
signed for usefulness and nothing else. 

There is nothing about the advertise- 
ments sent which makes them partic- 
ularly good or bad. I think there is 
rather too much black type in them, 
and that it would bea great deal better 
if the prices were not set in large 
black figures. The first thing to be 
striven for in the appearance of an 
advertisement is distinctiveness. Some 
one particular style of type and dis- 
play should be adopted, and carried 
consistently through the whole adver- 
tisement and all of the advertisements. 
The ads should be arranged system- 
atically, so that readers may find out 
what it is all about as quickly as pos- 
sible. I think it is well to have a 
display line of reasonable size at the 
beginning of the advertisement of each 
department. Except in special cases 
no one department should be given 
special prominence, other than the 
amount of space used for it would 
naturally give. I would arrange the 
advertisement with the idea that people 
were going to look at it and read it, 
and that the best thing to do is to make 
it perfectly plain and legible. The vari- 
ous head-lines should be used merely to 
make a convenient index. When you 
try to make each section of the ad 
prominent, you fail to make any of 
them prominent. The effort should 
be to make the advertisement con- 
spicuous as a whole, and, as the artists 
say, to ‘‘hold it together,” and make it 
look like one complete thing, rather 
than a combination of several pieces. 
Dry goods and department store ads 
are pretty generally looked at, and I 
think the one which will be most 
effective is the one which is most easily 
readable—the one in which the matter 
is arranged in proper perspective and in 
which the reader may turn readily to 
any subject she wishes to find. 
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For a General Store—(By A. M. Church). 


| F you are a poor man you cannot afford to 
pay more for an article than you can 
buy the same article elsewhere for. 


WHY then do you go somewhere else 
and pay more for DRY GOODS, 
GROCERIES, SHOES, Erc., than I would 
charge you right at home ? 


BECAUSE fettned ‘my prices, and 
are not aware that I am selling everything 


these hard times just a little cheaper than 
you ever bought them before, 


’. BUT IT’S A FACT. *. 


Come AND SEE FOR YOURSELF. 





For Shoes. 


IF THE 
DOG WAGS 


His tail it’s a pretty sure sign 
he won’t bite you. You judge 
by appearances and profit by 
the experience of others. 

== Plenty of people tell you we 

—~= ~=s— putt good material in the ae 
and men’s shoes we make. 
They wear well and—they’re 
warranted. Why not try 
em? 


KNAPP & CO., 117 & 119 N. Main St. 


Three minutes north of Post-Office. 


" 





For Any Business. 


A Game 
§ of Draw. 


Tuis Wortp Is Pretry Mucu a GAME 
or Draw! It Takes 


A rich man to draw a check, 

A pretty girl to draw attention, 
A Coan to draw a cart, 

A plaster to draw a blister, 

A toper to draw a cork. 

A dog-fight to draw a crowd, 


And our Takable Prices to draw the 
trade . ; 
i i i 


For any Business. 


DON’T 
STAND OUTSIDE. 


The glimpses we give you 
here from time to time of the 
money-saving and benefits 
for you by dealing with us, 
must be as unsatisfactory as 








a peep view of a circus, un- 
less you will also come and 
look through our stock—ex- 
amine the goods, test the 
values. Then you’ll know— 
and enjoy. Try it: there’s 
everything to gain. 





For Axle Grease—(By E. French). 
The purpose of 


AXLE GREASE 


is to lubricate, isn’t it? Our Axle 
> Grease lubricates. Any buyer who 
says it doesn’t may have his money 
back. It lubricates, and it doesn’t 
4s clog, gum, harden, peel, stick, co- 
agulate nor run away. 


It is called 
WHEEL’S GREASE. 


For any Business. 


There’s But 
One Way 


to get a correct idea 
of the completeness 
of our stock and of 

¢) the dollar - saving ¢) 
economies we offer 
you, and that is by 

62 inspecting the goods. 62 
Our talk won’t give 


you an idea, nor will 
any one else’s.. ... 


COME .-. AND .-. SEE. 


For Pianos—( By E. French). 


A Piano for Cash! 


Sounds funny, doesn’t it, in these 
days of pan enema or 

tisa Kingsbury upright piano, 
backed by a allies dollar com- 
pany, guaranteed for five years, 
just like the highest priced makes, 
and usually sold on instalments 
at $300; case is plain, but re- 
markably attractive; tone and 
touch very pleasing; durability 
un ea 

Je will deliver, gratis, on re- 
ceipt of $187, certified check, 
bank draft, or money by express. 
We refund and take back, if un- 
satisfactory. Any bank will tell 
whether we are reliable. 

For further information and 
pictures of pianos and organs, 
write for booklet to 


CURTIS & FRENCH, 
Red Bank, N. J. 











For any Business. 


Shall We 
Be Friends? 


The newspaper’s  col- 
umns must be our means 
of introduction to you. 
e But once you know us, 
oe and get ac uainted with 
° our way of doing busi- 
ness, we are sure the 
result will be a business 
friendship that will grow 
firmer as years roll = 


ofe 





eS He De Tee ewe Gs 





PRINTERS’ INK 








Advertising Fable No. 12. 


The populace of the neighborhood in which Zsop was a slave one day obse! 
him attentively pei eipene some poultry that was near the road-side ; and = 
speculative w -” wh ay more time in prying into other peomnel 's concerns to no 
urpose than in adjusting LA ou were i. a, with curiosity to know why 
th om ihilosopher should bestow “T am st struck, ” re- 
on see how pods 80 readily pan, this foolish an’ wt 
met ” = ed Aen neighbors. ‘“ Why, in crowing well and scraping so Dill, ” rejoined 
ZEsop. — AESOP. 





‘ 
4 
a 
6 
There are all sorts of people in the advertising t 
business. There are many who crow much and 
scrape little. There are others who “cackle every & 
time some one else lays an egg.” And still others 
who run right along in the good, old-fashioned way 2 
without saying a word. é 
We try to do our scraping just right and to crow 
enough to let folks know we are alive. We have & 
been in the advertising business for nearly thirty & 
years, but that doesn’t mean that we use 1865 methods. ¢ 
We grow younger and 
brighter every year. 


The GEO. P. ROWELL 
ADVERTISING CO., 
10 Spruce St., New York. 




















